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features, will be advertised hal leading oujdodr 
sports phagazinesYour U. S. 
salesm@f'will supply you with the 
7 lorful window display 
‘ Allustrated. Free mats for 
ri¢éwspaper advertising are yours 
foy the asking. If you have made 
an investment in fishing boots, 
‘ ake it pay by promoting! If you 
haven’t handled fishing boots in the 
past, your U. S. salesman will put you 
in line for these extra profits. 


é 


U. S. FLYWEIGHT 


1. Deep, wovy cleats prevent forward, back, or side slip. Felt or cleated soles. 
2. Shockproof arch and insole. 3. Hard toe reinforcement for toe protection. 
4. Adjustable knee harness kills “hee! slip.” 5. Side sraps for easy walking 
with tops down. 6. No-bind crotch construction. Can be cut to fit. 7. Elastic 
adjustable belt straps. Color—grass green. 


U.S. ROYAL 
STREAMFISHER 
WADERS 
U.S. ROYAL STREAM KING Will fast you many a 
WADING SHOES tough season. Water- 
Sturdy canvas upper, laces to toe. proof cloth pants with 
Non-skid felt sole. Screened drain- boot foot and leg. 
ing eyelets. Thick toe guard. Bellows Shockproof insole. 
tongue keeps sand out. For wear with Cleated sole and heel. 
stocking foot waders. Grass green. 3 heights. Grass green. 















"Banarite Color, Beauty 


and Durability have proven 





magnetic appeals to the 
sophisticated creators, build- 
ers and wearers of America’s 
smartest and finest shoes 


for women. 








Dell Pump 


#594 Blue by HAMILTON SHOE CO. 
St. Louis, Mo. 


Closed pump in polished calf 
with dainty cut-out flowers for feminine 
finesse . . . Available in 
17/8, 21/8 and 24/8 heels, and in a 
variety of colors in all-over 
calf pumps with multi- 
color flower petals. 
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HUBSCHMAN & SONS, 
PHILADELPHIA, 


INC. 
PENNSYLVANIA 































push for the 


(at riage Trade’ 


with shoes for children 


nationally advertised in 


Parents’ and Good Housekeeping 




















It’s smart retailing to put your own 
promotional push behind Vitality Shoes 
for Children, while the national adver- 
tising has interest at a peak. Beginning 
this month, and continuing through the 
spring season, readers of Parents’ and 
Good Housekeeping will be seeing a 
lot of Vitality Shoes for Children. 
They will be attracted by ads that are 
distinctive, styles that are ‘“Twice as 
Smart,’’ value that means more-for-the- 
money. Run your promotion, telling the 
. same story, and you're bound ‘to do a 
\ thriving spring business with Vitality! 


e \ Also Vitality Vitapoise Feature Shoes for Children, 
Se || Priced According to Size. 


DISPLAY THESE SEALS 
—THEY SELL FOR YOU! 





Made ty Americas Largest Shoemakers 


VITALITY SHOE COMPANY, DIVISION OF INTERNATIONAL SHOE COMPANY, ST. LOUIS 3, MO. 
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.-- let the sales and profits roll in 






He "ARCH-GARD Crown”, the all- 
family oxford in all sizes—men's, 
» youths’, women's, misses’ and 


children’s. Long 


tern sole. STA-KLEEN cushion insole 
= ARCH- prey - guards all 3 

vital points of the foot. Blue or white 
(Red—=misses’ ond children's). Avail- 
oble now. Write. 


The BALL-BAND Line of canvas footwear is for 
everyone... young or old, active or easy-going— 
quality footwear that wears long, sells fast. 

A complete variety of styles to please everybody, in 
a wide range of prices. BALL-BAND Canvas Sport 
Shoes are fast movers at excellent profit, with steady 
turnover that keeps your money working and 
your business healthy. Available for 
immediate shipment. Write for catalog. 


3 THE “ARCADIA”. Misses’ 12 to 3, 
Red or Bive; Children's 5 to 12, Red, 
Bilve or Brown. Long weoring rope pat- 
tern rubber sole. STA-KLEEN insole, that 
stays fresh and clean. Sturdy duck up- 
pers backed with drill. Available now. 
Write. 


wearing crepe pot- 


MISHAWAKA, 








Your BALL-BAND Salesman 












He “ARCH-GARD Premier”, o high- 


, full * 
able duck uppers backed with drill, 
Men's, boys’, youths’, little gent's. 
Available now. Write for catalog. 





INDIANA 


Reg. U. S. Pat. Off. 1901 





is now headed your way with For Every Foot of the Family, Every Step of the Way 


samples of the new 1949 Rubber 
and Woolen Line. 
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Fashion editors, store stylists, lead- 
ing retailers and makers of better 
shoes all proclaim a record season 


for whites this year. 


<n 


auf 
n resort sales. 





uwhite first ! 


py 
' 


ww 







Prepare now 
to get your share ye 
of this record 

white shoe business. 


The greatly needed 
pairage is in 
dressy WHITE shoes. 


Sound planning 


includes specifying 
the outstanding 
white leathers — 
LEVOR’S “‘WHITEST WHITES.” 


AE VOIR 


GLAZED & FLEXY KID 


TAN-ART 
G. LEVOR & CO., INC. SUEDE KID 


Tanners since 1876 


GLOVERSVILLE N.Y. 











In Lawrence, Too... 
FROM OUR RASP AND FILE COMES 


Nosh Style 


Our friends tell us that one of the great advantages of 






Georce O. JOHNSON 
Salesman 


doing business with United Last is our high average in 
creating styles that catch the eye —styles that pay off in 
greater cash register activity at the retail level. Season in 
and season out, they say, following United Last creations is 


good insurance against the fickle nature of shoe fashions. 










CHARLES F _Scuen Pictured herewith are six skilled men of our T. W. Gard- 
ner Co. Branch, Lawrence, Mass. Among their considerable 
talents is the ability to sense a trend EARLY and invite shoe 
manufacturers to cash in on it. These men among others 
do a very satisfactory job of seeing that we never “miss the 


boat” style-wise. 





United Last Company 


140 FEDERAL STREET - BOSTON, MASSACHUSETTS 
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one Sane! 


No customers missed if you stock the Belmar 
...a famous last in Walk-Over’s nationally 
advertised Main Spring* Arch line! 


- The Belmar is a best-selling combination 


of young men’s styling and exclusive, 
built-in comfort . . . in a size range that 
enables you to fit practically anybody. 
5 to 15, AAA to EE... that’s 143 sizes! 


Shoes like the Belmar give Walk-Over 
dealers distinct sales advantages. Send for 
our complete “in-stock” catalog showing 
other outstanding examples, all ready for 
same day delivery. Walk-Over prices 

from $12.95. 


REG.U.S PFT. OFF. 
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THE VALUE SHOE 


G¥,, [220 


A FEW STYLES 
SLIGHTLY HIGHER 


AMERICAN GENTLEMAN DIVISION 
Craddock-Terry Shoe Corp. 
Lynchburg, Virginia 
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Marvel’ vinvi resin 


OFFERS YOU MANY UNIQUE ADVANTAGES 


More Sales Appeal 


Smart accessories, when made from Marvinol-based 
plastics, can display a variety of brilliant hues, 
pastels, opaques . . . eye-catchers that are color- 
fast, smoother, drier to the touch. Products made 
from Marvinol are more stable, offer greater resist- 
ance to heat and light. They're tougher, longer- 
lasting, flexible, will outwear leather many times. No 
warping, cracking, shrinkage or scuffing. They’re 
waterproof, greaseproof, unaffected by perspiration. 
Build your sales . . . assure customer satisfaction 
. . . by specifying materials made from Marvinol, 
the improved vinyl resin. 


Easy to Work! 

Moreover, Marvinol-based plastics are easy to work, 
readily adaptable to fast production. They can be 
machined, cut, stitched, punched, cemented and 
polished. Marvinol resins are backed by years of 
intensive research, produced in the world’s most 
modern chemical plant. The Glenn L. Martin Com- 
pany, maker of Marvinol, does not compound or fab- 
ricate in the plastics field; but we will be glad to refer 
you to someone now processing Marvinol resins. 
Write on your company letterhead to: Chemicals 
Division, Dept. B-2, The Glenn L. Martin Compa- 


ny, Baltimore 3, Maryland. 





RESINS, PLASTICIZERS AND STABILIZERS PRODUCED BY THE CHEMICALS DIVISION OF 
THE GLENN L. MARTIN COMPANY ® AN INTERNATIONAL INSTITUTION 


“BETTER PRODUCTS, GREATER PROGRESS, ARE MADE BY MARTIN” 
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DRY, HEALTHFUL COMFORT 


— one reason why Gallun’s Eskimo Calf 
is the leather that sells your shoes 


Shoes made from Gallun’s Eskimo Calf take 

stormy weather in their stride. For this vegetable 
tannage with its warm, rich colors is water resistant. 
It remains dry, soft, and pliable despite adverse 
weather conditions. 

Please your health-conscious customers who have 
both an eye for beauty and a longing for comfort. 
Feature shoes made from Eskimo Calf. 

Shoes of this, or any of the famous Gallun 
vegetable tannages, help you build a loyal customer 
following. So be sure to check the Gallun 
numbers when you make up your orders to leading 
manufacturers. A. F. Gallun & Sons Corporation, 
Tanners, Milwaukee, Wisconsin 


| Y 
water-resistant _ 


ONE OF THE FAMOUS CALLUN VEGETABLE TANNACES 


Norwegian Calf << . Normandie Calf 
hand-boarded grain hand-boarded, glared 


“G 4ags 
Cretan Calf 
smooth but not glazed 
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Ou Millions of Shoes! 
BEARFOOT 


.. makes the smart soles you see on many of America’s fast-selling 






shoes. Handsome, rugged soles of Plantation Crepe or of non-spreading 
Neoprene. Non-skid BEARFOOT AIRCORK soles and heels. Moulded soles 
of GUM Rubber, plain or design. Long-wearing AIROLITE soles that look 
like leather and cost less. For soles that sell shoes and deliver satisfaction, it’s 


BEARFOOT! Samples gladly sent to shoe manufacturers on request. 


TRIPLE DECKERS 

. men’s or women’ ; 
any color combination 
desired; any irons. 





ATROLITE... 
leather color, brown, 
black or white. 
*“Nuclear” — NOT 
LEATHER. Firm, 
Flexible, Lightweight 
— Healthful, Water- 
proof, Longer Wear- 
ing, Comfortable .. . 
Economical. 

*An industry name 





CREPE . . . latex 
crepe, smooth or 
ribbed, natural or 













ATREe ORE... 
men’s, boys’, brown 
and black rugged 
service soles; Also 
in white and high 
colors, all runs. 






given this new scien- 
tific development for 
better shoe bottoms. 


colors; any com- 
bination. Also 
welting. 


NEOPRENE CREPE 
and welting . . . impervious 
to grease, oils and most 
acids. In any color. Out- 
wears in equal thickness any 
type of shoe bottom known 


to us. 

ALSO ... Neo- 
prene and Nat- 
ural Latex com- 
binations: any 
color. Send us 
your specifica- 
tions. 


THE 


BEARFOOT 


SOLE CO., INC. 
Wadsworth, Ohio 


BOSTON MILWAUKEE ST. LOUIS ePIONEER MAKERS 
72 Lincoln Street 1225 N. Water Street 1602 Locust Street OF RUBBER SOLES 














A NEW MILLER MONEY- MAKER 
..e the Ski Boot Tree! 


Here’s a natural for tie-in sales... 
sell Miller Ski Boot Trees with 
every pair of ski boots. 

Skiers value their shoes and their 
feet. They'll appreciate the oppor- 
tunity of getting a good ski boot 
tree. If you're selling ski boots, 
don’t fail to take advantage of this 


easy extra sale. Write for com- 


plete information on Miller Ski 


Boot Trees today! 


Miller Ski Boot Trees have the same 
durable construction as regular Pack 
Flat Miller Trees. Each size tree is easily 
adjustable to several shoe sizes—auto- 
matically adjusts for width. Attractive 


walnut finish on fine grained hardwood. 








Now’s the Time to Re-order 
MILLER TREES 
FOR STREET SHOES 





For added profits remem- 
ber — ‘Money Grows 
on Miller Trees.” 
Order today! 





O. A. MILLER TREEING MACHINE COMPANY 


Branch of United Shoe Machinery Corporation 


PLYMOUTH, NEW HAMPSHIRE 














NATURAL BRIDGE SHOEMAKERS 
: Division of Craddock - Terry Shoe Corporation, Lynchburg, Virginia 
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"Yeah, Mrs. Murphy was really burned when she got wise 





how long she’d been running her legs off looking for the best buys 
in shoes for the Murphy tribe. One store for the kids, another for 
her own, plus a separate shopping trip for Mike’s brogans. 


“Then Mrs. M. tumbled to my Sundial line and have | got 
myself a customer! Every Murphy in the lot is wearing Sundials 
and crazy about ’em. And nobody’s kidding that old gal on value. 
If she didn’t get more than her money’s worth out of Sundials, 
she’d be right in here swinging. 


“So I’ve got myself a customer that'll really stick — with 


ONE NAME 





was Mrs. Murphy MAD!” 


twelve feet to keep in shoes instead of only two —the Murphys 
love it! The Mrs. is beaming again, and me —I’m not kicking either.” 


Note—To Progressive Dealers 


The One Name idea which is sweeping the retail shoe 
field is the exclusive merchandising policy of the Sundial Shoe Co. 





—eastern division of International Shoe Company, the largest 
manufacturers in the world. And each year, more and more pro- 
gressive dealers are experiencing its power to sell more shoes — 
make more money. If you want to get on the One Name band- 
wagon, now is the time. Just write Sundial, today. 






FOR ALL THE FAMILY 


SUNDIAL SHOE COMPANY — MANCHESTER, N. H. — DIVISION OF INTERNATIONAL SHOE COMPANY 
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Three new styles from 
Sundial’s popular line of 
juvenile shoes. Left to 
right: Cute loop-tie pump 
in black suede or green 
elk; two-strap saddle ox- 
ford in white with brown, 
green or red saddie— 
in all-brown, too; brown 
or green two-buckle san- 
dal with built-up heel. 





Typical of Sundial’s 
truly masculine styling 
are these three hand- 
some shoes. Left to right: 
A tie-less moccasin blu- 
cher in eight different 
colors; woven vamp bal 
oxford in brown and ma- 
hogany, brown and white, 
or brown and beige; 
brown leather strap- 
loafer with woven vamp. 


Sundial’s spring parade features 


this duet of fashion headliners. 
Left to right: Sundial combines 
blue suede with blue smooth lea- 
ther in a sleek platform sandal — 
also black suede and patent or 
green suede and green smooth 
leather; black suede coupled with 
gun-color smooth leather makes 
this Sundial a favorite sling back. 
Also blue suede and blue smooth 
leather or white suede and tan 
smooth leather. 


Moe i ‘ : 
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c sve, a 











The Promotion Line 








WATERPROOF FOOTWEAR 





See the “7 Keys to Profit” Line 


Our salesmen are now on the road 


HOOD RUBBER COMPANY 


WATERTOWN, MASS. 
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Style No. 7338, 
Men’s Last, 
Sizes 6 to 12 


Style No. 4338, 
Boys’ Last, 
Sizes 1 to 6 


YOU PROFIT 


when son “follows father’s footsteps” 


—to vour store 








You can make more than one sale at a time with Belleville Boys’ and Men’s Shoes. You see, 


most Bellevitle styles are made in two size runs—boys’, | to 6, and men’s 6 to 12. 


You can be sure of absolutely correct fitting qualities in all sizes; because Belleville makes the 


boys’ size run (1 to 6) over separate and special lasts from the men’s (6 to 12). 


The exactness of fit of Bellevilie Shoes makes a big hit with customers. So does their 
exceptional comfort, rugged wear, and appealing style. If you're interested in more 
sales and better profits in the $5.50 to $9.95 retail price range—write: 


BELLEVILLE SHOE MFG. CO., BELLEVILLE, ILLINOIS 
New England Distributor: KREIDER-CREVELING SHOE CO. 602 Atlantic Avenue + Boston 10, Mass. 


BUYERS: KNOW: “SBELLEVICLE: SHOES: ARE: HONEST SHOES 
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In 1949 
CONNOLLY SHOES 
will be advertised 
in LIFE 
and SAT. EVE. POST 






















ane > CONNOLLY :.... 


by the Connolly Shoe Company of 


r men made 








an Cvus Qua ily Leather 
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JOHN R. EVANS & COMPANY, CAMDEN, NEW JERSEY, EST. 1857 
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helps SELL SHOES ty 


giving comfort to wearers 


Of course, styling is important—but so is comfort—and the com- 
bination of comfort with style is the quickest and easiest way to 
satisfy your customers and bring them back for other shoes. 


That is why shoes made with OZITE Platform Felt sell more 


easily—give greater pleasure—and secure repeat business. 


OZITE Cushions the Foot—Gives a springy feeling to walking 
that delights wearers and reduces fatigue. It is light in weight and 
eases every step. 


Allows the Foot to Breathe — Keeps feet cool and comfortable 
at all times. Millions of tiny air cells permit free circulation 
of air to reduce perspiration and burning, and provide greater 
wearing pleasure. 


insulates the Foot — Protects against both heat and cold. It 
is a most efficient insulator against all weathers and temperatures. 


For Sales Volume look to shoes made with OZITE Platform Felt 
Write for Complete Information 
AMERICAN HAIR & FELT COMPANY 


DEPT. F-810 MERCHANDISE MART, CHICAGO 54, ILLINOIS 


how O AS SM nlatform felt 
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WHITE-AND-TAN SADDLE OXFORD 
Style 5542 


Children's sizes. Offered also in Misses’ i 
sizes, Style 5543: Infants’ sizes, Style 5541. 





CHILDREN TAKE PRIDE in handsome shoes 
like these. Is it any wonder that value- 
conscious parents prefer them? Is it 

any wonder that more stores are becoming 
Authorized Fleet-Air Dealers each week? 


Write for the Fleet-Air catalog and ask 





for franchise details. 


EBY SHOE CORPORATION ,, 46™ 


YEAR 
EPHRATA 2, PENNSYLVANIA 


BOSTON OFFICE <1. 03 LINCOLN STREET 















THE BOSTONIANS DENNY MURRAY AD 
‘TO THE LEFT KEYNOTES THE SPRING 
PARADE OF BOSTONIANS’ GIGANTIC 


. * | ING IN LIFE... POST... TIME. . . ES- 
\ * QUIRE . .. WATCH FOR “BOSTONIANS 
' BECAUSE”. . . your customers will! 
. This ad appears in color 
\ , -— Eaquire, March, 1949, issve 
\ \ (on newsstands February 15th) 














The LUDLOW. Custom Jines for brilliant styling . . - the important look! 
Perfect fit and enduring leathers for comfort and economy. Only found in 
finest shoes. Bostonians Denny Murray from $17.95. 


~ Bostonians 





y offer a complete package 


OSLOMIANS - sewssaxm 


FOOTSAVERS 
BOSTONIANS JRS. for boys 


anslields 


COMPLETE STYLE RANGE 
with newest leathers, patterns, designs 


BACKED WITH THE MOST COMPREHENSIVE PROMOTIONAL | 
ane  : PROGRAM IN THE MEN'S SHOE INDUSTRY | | 
| consistently in color in LIFE... POST... TIME... ESQUIRE — 


4 


246,285,947 reader impacts in six months piped into your store 
by the most complete retail-minded inerchaniliding progrian in 
the entire shoe industry. You can’t afford to miss this extra-profit 
story; write for complete details today! | 


COMMONWEALTH SHOE & LEATHER COMPANY +. WHITMAN, MASSACHUSETTS 








As Nationally Advertised in the February Issue of 
A JOURNAL FOR NURSES’’ and ‘‘THE AMERICAN JOURNAL OF NURSING’’ 


thanhs to min SH OKS 


Clinic Off Duty Shoes in smooth, smart brown or black Gloveal 
are perfect “after hour” mates for your white duty 



















Clinics. Because Clinic Off Duty Shoes are made on the same 
lasts, in the same basic design as white Clinics, 
your feet will feel comfortably “at home” when you change 
from Clinic Duty Shoes to Clinic Off Duty Shoes. 


Tieep your figure trim and neat 
ty wearing shoes that fit your feet 


At leading dealers everywhere. If you don’t know your Clinic 


Dealer, drop us a card for his name and address. 


ALL OFF DUTY STYLES $8.95 
(IN CANADA $11.95) 


1710 — Brown Gloveal 1716 — Brown Gloveal 
Sizes 34/12 AAAA to C Sizes 342/10 AAAA to C 
1711 — Black Gloveal 1717 — Black Gloveal 
Sizes 3%/10 AAAA to C Sizes 3%/10 AAAA to C 


Fine Oak Sole 12/8 Leather Hee! and top lift. | Fine Oak Sole 12/8 Leather Heel and top lift. 


Buy two pair for longer wear 
Wear one pair every other day 


THE CLINIC SHOE 


for Tt ela eae 
OFF DUTY FOOTWEAR 


MADE IN USA. 


CLINIC WHITE NURSES’ SHOES $7.95 to $9.95 ACCORDING TO LEATHERS 
(IN CANADA $10.95 to $12.95) 


THE CLINIC SHOEMAKERS © tvicecsieee: ¢ ST. LOUIS 3, MO. 





PY” How to gel 


more customers 
into your store. 


Jarman’s entire national advertising and promotional 
program is slanted toward getting more customers into your 
store. Through full page, full color ads that feature the newest 
and smartest styles in men’s shoes, Jarman month after 
month, reaches the millions of readers of The Post, Life and 
Esquire. And as Jarman’s dynamic advertising sweeps 

across the country to build an ever-increasing clientele for 
Jarman dealers, Jarman has provided dramatic, professionally 


f designed displays, like those shown on the right, and other 


take full advantage of the sales power generated by Jarman 
advertising ... to boost the sales of the individual 
dealer . . . to help Jarman dealers everywhere 


gain bigger volume, greater profits. 


TO RETAIL AT 


$995 to $]395 


SOME STYLES HIGHER 








SHOES FOR MEN 


JARMAN SHOE COMPANY NASHVILLE, TENNESSEE 


DIVISION OF GENERAL 
SHOE CORPORATION Bi 
rl 








sure fire point-of-sale materials to help the dealer to 


ARMAS 
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“Suddenly it dawned 
on me why I was 
losing business?!°° 


(The crowds were heading for the 
air-conditioned establishments) 





“I had just been out to lunch. It was a typical summer 
day. When I came back to my store, the heat nearly 
suffocated me. I wanted to get out fast... 






















¥ a 2 


“Right then it dawned on me—lIf I “I grabbed the Phone Book, turned to “A jewelry store increased business 37% 
couldn’t stand the heat in my own store, ‘Air-Conditioning,’ and called the Air- within 3 months with Aiftemp Air- 
how could I expect customers to like it? temp people to send a man over. He Conditioning. A chain of beauty shops 
How can I expect summer patronage? soon gave me the facts! For instance— doubled their unit sale. Drug stores... 














“,.. boosted sales, cut clean-up time 75%. “-two days later I had an Airtemp 
A store saved $600 in a single year in ‘Packaged’ unit in my place! Smart- 
stock soilage. One merchant paid for his looking, streamlined—quiet as a kitten 
Airtemp unit out of increased profits in —it just sits there and brings that hot 
a single season. Well— store down to ‘cool as the sea shore? 


| a ee a uipment,choose 
Chrysler Airtemp. It is factory-assembled, factory-tested, 
backed by 12 years of proved dependability, and approved 
by Underwriters’ Laboratories, Inc. Handsome cabinet, 
beautifully enamelled, fits into small area (only 4.7 sq. ft.). 
Only 3 simple connections—no complex duct-work. Re- 
member: More Airtemp ‘‘Packaged"’ units are in use than 
any other make. Get further facts—mail the coupoa or call 
your local Airtemp dealer. (See Yellow Pages of Phone Book.) 





NN 
cower <7 of : — “Boy what a difference! 1 felt so much better—my help had 
AG ieaig Pullin patrons with this sign! more pep—people started coming in and staying a while—the 

Sh This beautiful window decal will tell the cash register was busy all day long—and I found I was buying 
= CHRYSLER public it’s cool and comfortable in your cool comfort out of the extra business it brought in!” 

‘ EMP establishment. 









AIRTEMP DIVISION OF CHRYSLER CORPORATION 
DAYTON 1, OHIO 
Send “Packaged” air-conditioning information to: 


Chryster 
Airtemp 


“PACKAGED” AIR CONDITIONING 
HEATING AND COMMERCIAL REFRIGERATION 





Name 
Address 
— ah Se 





AIRTEMP DIVISION OF CHRYSLER CORPORATION 
DAYTON 1, OHIO 





Kind of busi (BSR-2-49) 
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for Every rge! 
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here’s what makes 


LITTLE shoe departments BIG! 


there’s steady profit in these } 
three good lines from one good house! 


Wour children’s shoe department grows when steady customers keep 
coming back for these nationally famous lines—now ready for 
fast delivery and fast turnover. 


Mothers have confidence in these brands—PRO-TEK - TIV— 
MODERN AGE—OFFICIAL GIRL SCOUT. They provide 
better fit, comfort and wear for children from tiny to teen 
age. They’re the lines that make you a friend of the 
family, year after year, tor more sales. 


Your inquiries are invited about these lines. The PRO:TEK:-TIV 
line is placed on an exclusive agency basis. 





mote et! 2 rtis Stephens - Embry Co.. Inc. 

ia 

woot Manufacturers of Footwear Since 1882 
READING. PENNSYLVANIA 
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MODERN AGE 
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BRITISH INDUSTRIES FAIR 


Britain has long been the world’s 
greatest customer, and has led the 





way in the export of manufactured 
products. By initiative in modern 
research, and from experience of commerce with 
other nations, her industrial production has 
become greater and more varied than ever in 
history. 

Renowned for the quality of her work, Britain 
has applied new technique to her famous in- 
dustries. By enterprise in fresh markets she has 
achieved record deliveries, and export production 
still expands. To keep in touch with these develop- 


ments great numbers of the world’s principal 
buyers are making visits to Britain. 

Every year, from over 100 countries, trade 
buyers gather at the British Industries Fair. The 
Chamber of Commerce in Birmingham, and 
manufacturers from every part of Britain, 
join with the British Government to welcome 
them. 

At BIF 1949, from 2-13 May, three thousand 
exhibitors will display the latest developments in 
thirty groups of allied trades. The leading men of 
international commerce are invited to attend the 


world’s greatest assembly of national products. 


2-13 MAY 1949) 
TRADE BUYERS—PLAN YOUR VISIT NOW 


Information about exhibitors, special displays and facilities at the Fair can 
be obtained from the nearest British Embassy, Legation or Consulate. 
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Softie casuals wear longer when made with 


Colonial Velvet Sole Splits. These are bend splits, 


' comfort” because Colonial sole splits have 
. such a good, tight velvet nap. Specify 
: _ Colonial Velvet Sole Splits for your 


slippers, casuals, and baby shoes. 


Celenial Tanning Company, Inc. 
Boston 11, Massachusetts 
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Nine winners---- 






all the odds in your favor this spring with 
Desco’s national advertising line-up 


HARPER'S BAZAAR | MARCH | FULL PAGE | REGINA, CONNIE, KATHLEEN, 
DONNA, VIENNA, LYON 








MADEMOISELLE APRIL FULL PAGE | REGINA, CONNIE, KATHLEEN, 
DONNA, VIENNA, LYON 





CALLING ALL GIRLS | APRIL | FULL PAGE | LISABETH, REGINA, CONNIE, 
DONNA, GERMAINE, CLEO 








SEVENTEEN MAY FULL PAGE | LISABETH, REGINA, CONNIE, 
DONNA, GERMAINE, CLEO 


’ 
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_ handpicked by the editors of four 


leading fashion magazines... 










Suggested 
retail pee 
4.95 





LYON 
Suggested 


retoll price 
5.95 












VIENNA 


Su gested 




















KATHLEEN 


Suggested 
retail price 
4.95 


F LISABETH 


Suggested 
retail! price 
3.95 













e@eeeeeaeneeee eve eaee eee e ee? 


GERMAINE 






REGINA CONNIE 
ip Sug ie Suggested 
reta E> “ _ retail price 








ee : AES 
get your nine win tickets from the Desco man today! 


WRITE, WIRE, PHONE FOR A DESCO MAN TODAY! 


eae it CORPORATION 


lets go,with .< 21-07 Borden Ave Long Island City 1, N. Y. 


Subsidiaries: REX SHOE CORP. © WING-STEP SHOE 
CORP., 47 WEST 34th STREET © MARBRIDGE BLDG. © NEW 
YORK 1, N. Y. © CHICAGO, REPUBLIC BLDG. @ LOS-ANGELES. 


HAAS BLDG. 
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They just can’t take it! 
Genuine reptiles are usually bark- 
tanned and are quickly and perma- 
nently discelored “ig steam. 


De not attempt te steam-seften 
thermeplastic bex tees in rep- 
tile uppers. Get yeur Beckwith 
agent’s recommendation in 
advance of cutting uppers. 
Depending upen which prac- 
tiee your conditions best faver, 
he ean either supply yeu with 
dry heaters or arrange fer your 
< ‘Gumperary use of canned pre- 
guaen selvent bex tees which 
require - solvent wete 
ting at pulling-oever. 
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NATIONALLY ADVERTISED 
in Vogue, Woman’s Home 
Companion and Other 
Leading Magazines 

and Newspapers 








SEND FOR NEW Spring 
IN STOCK CATALOG * 56 STYLES... 
22 DIFFERENT LASTS 





EVERY IN STOCK MODEL is an outstanding example of Treadeasy’s famous fit, comfort and 


smart good looks. Many special purpose orthopedic lasts included, as well as the “smartest line for ’49. 


Immediate shipment on most styles. Write for your Catalog today! 


P. W. MINOR & SON, INC., BATAVIA, N. Y. 
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QUALITY FOOTWEAR SINCE 1867 
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1949 
Retailers Year 


a, 


Wiaars ahead for business? Certainly a 
year of more intense competition, possibly 
the start of a new and more highly competi- 
tive era ... a continuing abundance of Con- 
sumer Purchasing Power but the end of 
Easy Selling. 

One industry will be pitted against the 
other, BRAND against BRAND, Retailer 
against Retailer in the coming struggle for a 
larger share of the Consumer’s dollar. 

Merchandise, super-charged with glamor 
and consumer appeal, will vie for attention 
with greatly improved, better designed, 
better made essentials. 

Advertising trained down to fighting 
weight faces the double responsibility of sell- 
ing the necessity and the desirability of a 
piece of merchandise in competition with 
other unrelated consumer goods as well as the 
superiority of and preference for the BRAND 
it advertises. 

For the well made, honestly priced, intelli- 
gently advertised and intensively promoted 
BRAND, 1949 offers an opportunity incom- 


parably great. 


BOOT and SHOE 


A © we 2 Os 


Recorder 


1949 WILL BE THE RETAILER’S 
YEAR. . for “point of sale” has become in 
reality “point of attack”. With him rests the 
destinies of the manufacturers whose 
BRANDED lines he sells, and of the whole of 
the industries which those manufacturers in 
part, comprise. 

That is why again we say in 1949 “THE 
INFORMED RETAILER KEEPS MER- 
CHANDISE IN MOTION.” 


Shoe Retailing represented so graphically 


-and so well by Boot and Shoe Recorder’s 


national readership awaits the challenge of 
the future alert, informed and confident of 
its ability to distribute successfully and eco- 
nomically the two billion dollars plus worth 
of footwear, Boot and Shoe Recorder’s Man- 
ufacturing readership and Advertisers will 
produce in 1949. 


BOOT and SHOE RECORDER, National 
Voice of the Trade, is published twice month- 
ly and is the rallying point for over *20,000 
Shoe Retailers, Manufacturers, Tanners and 
Suppliers to the Shoe Industry. 





©}. fA. F 3. 


100 se 42ND STREET, NEW YORK 17, N. Y. 


On April 15th, BOOT and SHOE RECORDER publishes its annual Fall and 
Winter Style Forecast and Merchandising Issue. It’s doubly important this 
year because it’s 1949’s first National Shoe Show in Print. {*A.B.C. audited] 
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Announcing 


Th he 1949 ee! wen lar oature’ Sine 
of Wa lenproof Joolwear ty 
B. F. Goodrich 


nd protectively de- 








































GY, yess aol wear, smartly a 


signed for fashion ‘conscrous women, teen-age | 
girl, men and children ns Heavy duly num- 


bers including the famous Y tenluf dine, featuring 
(aa comfort jor farmers, sportsmen 

and industrial workers» - A complele line wilh 
y ually ly and Service assured fy 'y lhe name 
BF F- Goodwich.. Ba ched tb by an Aduerlising 


and Seales Pyomolion fr program [Manned for 


greatest sales effectiveness. 
Your B F Qoodrich Selesman 
Will Call on You Seon 





nm uggedness 































“ | Wait to see... The - Star Feature Line 


oe KEEPS Now being shown b 
y our sal 
Goods sich sae 


FOOTWEAR FACTORIES, 
WATERTOWN, MASS. 
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se 
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How is YOUR company doing 
in this “EVERYBODY-BENEFITS” plan? 





EMPLOYEES BUYING 
U. S$. SAVINGS BONDS 
VIA PAYROLL PLAN 

100% 






(‘way up here in 
many companies!) 


75% 
50% 4 —your goal 


25% 














AVERAGE INVESTMENT IN 
U. S. SAVINGS BONDS 
PER WORKER PER MONTH 


$235 — 






4 average 
$15 — 


$10 — 








Compare your employee participation 
with others who have Payroll Savings 


If the figures for your company fall below those shown 
above, you're missing your share of benefits of the Pay- 
roll Savings Plan! These benefits are described below. 
Nation-wide experience proves that when top manage- 
ment puts the “OK” on the Plan, its benefits rise sharply. 


BENEFITS TO EMPLOYEES: Every $3 invested in Savings 
Bonds pay $4 at maturity. Workers gain a 33%% return 
on their money—enabling them in the future to buy 
more of the things they will want—plus the peace of 
mind that goes with regular saving. 


BENEFITS TO EMPLOYERS: The feeling of security that goes 
with participation in Payroll Savings makes workers 
more contented. Worrying less, they work better. Among 
the more than 20,000 large companies with Payroll Sav- 
ings, records show that—following installation of the 


Plan—production increased, absenteeism and accidents \ 


decreased ! 


BENEFITS TO THE NATION: The Payroll Savings Plan is a 
powerful deterrent to inflationary forces. Every Savings 
Bond dollar built up in the Treasury withdraws a dollar 


from the swollen spending stream. The Plan thus con- 
tributes to national security—which affects your security! 


WHAT CAN YOU DO? If your company has the Payroll 
Savings Plan, make sure it’s being adequately promoted 
—backed by your top executives—to bring your company 
its full measure of benefits. If you haven't yet installed 
the Plan, why pass up its benefits any longer? All the 
help you need is available from your State Director, 
Savings Bonds Division, U. S. Treasury Department. 
He is listed in your telephone book. Call him now! 





Do You Realize...? 
Over $75,000,000,000 worth of Savings Bonds have been 


bought since 1941. e 
More than 34 of this volume — over $50,000,000,000 — is still 
held by the purchasers. © 





During 3 months of 1948, 1,500 additional large firms in- 
v stalled the Payroll Savings Plan. 

© 
Via this plan, 7,500,000 workers are each investing 
on the average of $20 per month of their pay— 
more than $150,000,000 per month—in Bonds. 


as l 














The Treasury Department acknowledges with appreciation the publication of this message 


BOOT AND SHOE RECORDER 


This is an official U. S. Treasury advertisement prepared under the auspices of the Treasury Department and the Advertising Council. 
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SPRING PROMOTION 







CASUALS 
SCONCE. 


SEPTEMBER 4% 25 CENTS 





B K<omps 











IT PAYS TO BUY SHOES THAT SELL 


In contrast to a general trend in the shoe business, our production continued 

to be sold out in 1948. We believe this happy situation was due to (1) our 

strong national advertising, (2) our pricing policy allowing for reasonable profits 
to dealers, (3) and most of all, the fact that we make the kind of shoes 


women want, still at prices they can afford to pay. 


We will fill orders in the order in 
which they are received. May 
we tell one of our salesmen to call? 


INNEAP.OLIS 
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Advertised in 
Ladies’ Home Journal ' 
. GLAMOUR 


TO RETAIL PROFITABLY 


OG 0079S 


A FEW STYLES 
SLIGHTLY HIGHER 


MIRACLE-TREAD DIVISION 
Craddock-Terry Shoe Corporation, Lynchburg, Virginia 
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— 1949 will be a good business year, 
if... 


— We won’t have much more inflation, 
unless... 


—Inventories will be controlled, in- 
sofar as... 
will increase. 


— Cattle population 


bet... 
— Hide prices will go down, or... 
— The cost of living—well . ... 


— Strange, isn’t it, that every social or 
economic statement or conjecture, these 
days, has that qualifying note—*‘if, un- 
less, insofar as, but, or.”’ 


— However, it should not be a dis- 
couraging note for it is all part of our 
evolutionary process. 


— The fog and uncertainty will dis- 
appear when we evaluate our “assets” 
properly. 


— There are good days ahead and we 
will hit our stride in the right direction 


as i, 


President 
Boor ano SHot Recorper 





THAT QUALIFYING NOTE! 


| 


| 


| 
j 


































: L f 
NO SUBSTITUTE 
FOR QUALITY 
NO SUBSTITUTE 
FOR ORIGINAL 


SUMP/NG- JACKS 


MOTHERS 


and trust Jumping-Jacks . . . their own 
experience, their doctor’s recommenda- 
tion, and their friends’ frank admiration 
have convinced countless mothers that 
Jumping-Jacks are the finest shoe for 


children’s feet. 


ROCHESTER 3, NEW YORK 
MONETT, MISSOURI SKOWHEGAN, MAINE 


MA 
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iGO 
Newsreel .._... 


While no official information has been received from Argentina regard— 
ing the lifting of that country's embargo on hide exports, there are definite 
reports that the United Kingdom, early in January, made a deal with the 
Argentine government to take 500,000 hides. No information could be obtained as 
to prices paid or whether the hides, when shipped, will be subject to the new 
Argentine export tax which became effective January l. 

If the tax is applied and prevailing prices were paid, it appears that 


the British will find that they have made a very expensive deal. 
+eteest zw 











A full month has passed since Congress returned to Washington and 
began to digest Mr. Truman's social and economic proposals, but the outlook for 
legislative action on these proposals has changed little. 

Higher taxes are still expected to be confined to the corporate 
levies. Opposition to any increase in personal income taxes is strong and will 





probably be successful in maintaining present rates. Excise tax reductions on 
leather goods and other consumer items are not in the cards at this time, 
despite the introduction of many bills which would cut or eliminate these 
levies. These taxes are good revenue producers, easy to collect, and will 
probably remain as they are until some evidence of a heavy drop in sales is 
evident. Reductions will come quickly in this event. 

The outlook for standby price and allocation controls has changed 
considerably during the past month, and it would not be too surprising if 
Congress fails to grant such powers even on a standby basis. The changed out- 
look is due to record—breaking production in many industries, return to buyer's 
markets in some lines, softening prices, spotty unemployment, and all of the 
factors which seem to indicate that 1949 might be 1921 all over again. 

Consumer credit control will probably be. extended, and the 
Administration's almost unlimited tariff-making power will be restored. Con- 
tinued rent control, a federal health and education program, new labor legisla- 
tion, and new housing legislation are also high on the Congressional action list. 

* + << 4 @ 

While there is still some doubt as to how far Congress will eventually 
go in extending social security coverage to groups of workers now outside the 
provisions of the act, it is almost dead certain that some 500,000 to 750,000 
salesmen will be extended coverage during the current session of the 8lst 
Congress. This group of salesmen, classified as independent contractors, would 
have been covered under the terms of a Bureau of Internal Revenue order result-— 
ing from several Supreme Court decisions handed down during 1947. 

However, the 80th Congress last year passed a resolution preserving 
the status quo and depriving this group of coverage. This Congressional action 
did not represent any hostility to extended coverage but was primarily an 
expression of resentment at having the job done by the executive rather than the 
legislative branch of government. 
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Trade is benefiting from shorter sailing time 
from fields of the south to mills of the north. 
THE ISELIN DIARY, 1825 


THE BETTMAN ARCHIVE 


Bridging the gap from bale to sale 


Yes, new markets and new methods meant more goods 
had to move faster—and they did. But it was still 

a long financial stretch from raw material to cash customer —one that 

many manufacturers bridged through the Factoring service of the 
firm of Iselin. . .. Today, Iselin Financing can help you, too—by 
converting accounts receivable to cash to help you take discounts, 

carry inventories, expand sales. It also relieves you of credit risks and losses. ... 
Long experience, and methods proved by the success of our clients 
are at your service to help you expand your business with security. 


Send for booklet on our Factoring service to industry. 


William Iselin & Co., Inc. 


357 Fourth Avenue, New York 10, N. Y. 
FOUNDED IN 1808 








Advertise 
Vogue 
Harper’s Bazaar 


Mademoiselle 
Glamour 
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(har i Seen in HARPER’S BAZAAR, February Issue 
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Shoemakers Since 18/74 


Jefferson City, Missouri 


Tweedie Footwear Corporation 
Boot and Shoe Recorder 
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BOOT and SHOE 


TO GIVE YOU some idea of how 
an active shoe man ostensibly re- 
tires, we quote from a letter re- 
ceived from Nathan Hack, founder 
of the Hack Shoe Company (De- 
troit, Mich.) : 

“Active guys don’t retire. We 
merely alter our routine. We trade 
jobs. We keep right on doing the 
things we have been accustomed to 
do and love it. I’ve kept myself 
occupied with many worthwhile ac- 





tivities ever since I landed in sunny 
California. For example, I’m ren- 
dering a service to two veteran hos- 
pitals: Sawtelle at West Los Angeles 
and Birmingham at Van Nuys. I’m 
trying to be helpful to our wounded 
veterans in the capacity of ortho- 
pedic shoe consultant. 

“In recent weeks I’ve been doing 
some interesting work at the Uni- 
versity of Southern California. 
U. S. C. has a laboratory studying 
gait, posture and fatigue—subjects 
of vital interest. to one who has 
spent the biggest part of his life in 
a world of shoes. Our aim and pur- 
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pose is to definitely learn the physi- 
ological causes of foot expansion 
and contraction under various scien- 
tifically tried and tested circum- 
stances (something seldom taken 
into consideration by shoe men). 
To accomplish our laboratory tests, 
the scientist joins hands with the 
practical shoe man, to solve prob- 
lems of mutual interest. Such a 
happy set up will, in due time, prove 
extremely valuable to shoe manu- 
facturers, retailers and to every one 
of our 146 million ‘soles’ on the 
proper approach to that indispen- 
sable, yet least appreciated com- 
modity—shoes. 

“Men and women whose jobs and 
professions require long hours of 
standing; active feet of athletes; the 
marching feet of armies; and the 
growing feet of youngsters, all come 
under the scrutiny of the scientist. 
Every subject is being measured in 
various positions, tried, tested and 
classified for gait, posture and fa- 
tigue. It’s a monumental undertak- 
ing that requires endless hours of 
patience and study but it will pay 
off in gratifying information. A 
task worthy of its labor.” 


JOSEPH SCHIFFMAN of the Bos- 
ton Shoe Store, Pittston, Pa., says: 
“Shoe retailers are becoming 


RECORDER 


: WA ol the 


more critical of operating results as 
unit sales deciine. In our case, we 
are buying more cautiously, adding 
to volume by taking on related lines 
end trying to get value from all ex- 
pense items through budget control. 

“We are doing little forward buy- 
ing and are not inclined to specu- 
late on inventories under present 
conditions. Groceries are compet- 
ing with shoes for the customers’ 


money. To maintain and increase 





volume, we recently added men’s 
leather goods, pipes and a more 
extensive assortment of luggage. 
Previously we carried some luggage, 
also jewelry. We find that the more 
things a store has to sell, the more 
business it will do. 

“Attacking the problem from the 
angle of costs, we discovered that 
while most expenses seem necessary, 
we had become rather lenient about 
some costs during the boom. Quite 
a few expenses are fixed and irre- 
ducible. Some continue to go higher 
and there is little we can do about 
it. What we have done is to make 
expense profitable. For every dol- 
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lar we spend, we want to get full 
value. By using a budget, we plan 
and classify all expense. As far as 
possible we try to hold actual costs 
to budgeted costs or improve on 
them. For example, advertising is a 
fixed percentage of sales in our 
budget. In checking over advertis- 
ing costs last year, we noted that we 
had bought space in some media 
of doubtful value, such as programs 
and association publications. Now 
we are concentrating advertising in 
forms we know are good. By re- 
ference to budget figures, we see 
where expenses are maintaining 
planned trends and where we need 
to exert greater effort.” 


THOSE “TAR HEELS” of North 
Carolina certainly do some strange 
and wonderful things. The Char- 
lotte (N. C.) News recently re- 
ported: 


“Everybody’s Happy After Shoe 
Trade 


A Hamptonville farmer who traded a 
pair of shoes for a Jersey cow valued 
at $175. figures he got quite a bar- 
gain—milk prices being so high. 


S. R. Blevins was able to transact the 
deal because both he and a son-in- 
law, C. T. Poplin, have trouble find- 
ing shoes which are comfortable. 


Recently, Blevins purchased a new 
pair for $9.95 from a clerk who told 
him he would find them comfortable. 
He did. 


A little dubious, Poplin offered his 
father-in-law a Jersey cow giving four 
gallons of milk daily in exchange for 
the shoes if they proved comfortable 
on his feet. They did. 


So, Blevins got the cow; Poplin got 
his shoes. And to make everybody 
happy, a salesman for the shoe com- 
pany (Marion Shoe Division, Daly 
Bros. Shoe Company) heard the 
story and gave Blevins an identical 


pair at no cost.” 
Eee 


“BUSINESS WILL CONTINUE to 
boom in 1949,” says Frank D. New- 


bury, consulting economist for 
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Westinghouse Electric Corporation, 
in an article appearing in INDUS- 
TRIAL MARKETING. Mr. New- 
bury’s own forecasting technique, 
reduced to its simplest terms, is 
based on the important relationship 
between total investment spending 
and total national production. Total 
investment is the key to total prod- 
uct, according to this theory, the 
ratio being roughly that of $20.00 
to $100.00. 

In conclusion, Mr. Newbury says: 
“We have enjoyed virtual capacity 
production for two years and this 
forecast anticipates another year of 
full production. Such a long pe- 
riod of capacity production and 
employment is unusual, to say the 
least, and it is natural that business 
men should be fearful of near-by 
collapse. Certainly, the current ab- 
normal demand for housing, auto- 
mobiles, steel and copper will be 
satisfied some day and a decline in 
investment spending and in con- 
sumer sales will then begin. But 
the decline will be slow and moder- 
ate: there is little reason to fear 
the kind of collapse we had in 1921 
or 1929.” 


£. S. GERBERICH, president of 
Gerberich-Payne, Mt. Joy, Pa.. who 
just celebrated his 79th birthday 
and 58th wedding anniversary, 
responded to a letter of congratu- 
lations with the following—so ex- 
pressive of his genial nature: 

“The years are rolling along and 
I am striving to meet them gracious- 
ly. Encouraging words from my 
friends within the industry add con- 
siderably to our enjoyment.” 

To which we add, if the well 
wishes of each of his friends con- 
tributes but one fleeting moment of 
serenity, E. S. Gerberich may look 
forward to a long and happy life. 


* * * 


SHOE TALK 


I think my shoes must talk at night. 
For when I’m snugly tucked in 
bed, 
It's just as though I heard them say: 
“What a day! We're nearly dead! 
Around the stores and on the 
street— 
We've had enough of human feet.” 


And while the two relax, together. 
I almost feel them stretch their 
leather! 


Ella C. Forbes 





"Don't get panicky, I'm just buying for a friend.” 
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WHAT—NO SNOW 
SHOES? 


President Truman uses his 
cane to knock the snow from 
his boots as he arrives in the 
back yard of his home in !n- 
dependence, Mo., following a 
mile walk through the streets 
of the town. The boots, pre- 
sented to him some time ago 
by former Secretary of War 
Robert Patterson, were don- 
ned for the walk through a 
three-inch layer of snow. 














[F some economic planner were 
striving to conjure up a set of cir- 
cumstances designed to create con- 
sumer resistance, he would have to 
extend himself considerably to sur- 
pass the turn of events of the open- 
ing weeks of 1949. With President 
Truman elected on a platform of 
“lower prices,” it would seem logical 
that a large part of the consuming 
public should adopt a policy of 
“wait-and-see” on prices. Then, in 
his “State of the Union” speech, he 
threw another bombshell with his 
threat of greater taxes to embrace 
the high and middle incame groups. 
Balmy weather in those parts of the 
country which normally should have 
been cold, and storms and snow in 
those areas which should be enjoy- 
ing sunshine were further severe 
blows to the selling of fashion and 
seasonal merchandise. 

Yet, after Christmas, and during 
the first week of January, the speed 
of retailing accelerated some 9 per 
cent in dollar volume. 

Has the inflation spiral been 
stopped? Certainly it has been ar- 
rested, at least for the time being. 
Consumer buying power for 1949 
will be abundant, but the day of 
easy selling is over. Shoes will be 
pitted against automobiles, televi- 
sion sets and other more appealing 
consumer goods—as well as against 
competitive brands of shoes. The 
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shoe retailer will have to m 
only this competitive pressure fro 
other consumer goods, and from his 
neighbor selling shoes down the 
street; in 1949 he will face more 
competition from mail order selling 
and an upswing in “house-to-house” 
shoe selling. 

No longer can the retailer laugh 
off the threat from this combination 
of letter-carrier, milkman, police 
and fireman part-time shoe selling. 
Hundreds of thousands of sales 
which should be made at the fitting 
stool are being forced on veranda 
and davenport, and production fig- 
ures of manufacturers operating or 
catering to this type of business 
prove it. But the shoe retailer and 
the manufacturer of branded shoes 
can and will meet this type of com- 
petition and they will do it by 
mutual understanding, more coop- 
eration, more concerted action and 
still more service. 

In 1949, even as it has been for 
years back, the sharpest tool the 
shoe retailer will have at his com- 
mand to meet competition of all 
types will be the understanding of 
his trade, understanding and con- 
sistent use of advertising and the 
fact that his is a personal contact 
with the consumer while he fits a 
pair of shoes. It is difficult to im- 
agine any other item of consumer 
goods during the selling of which 












INTELLIGENT, 
CONSISTENT 


ADVERTISING 


by 
JOHN REILLY 


such a close personal contact is 
established between the salesman 
and the consumer. The possibilities 







sumer “by 
of shoes, c 
the salesman 







brand he sells, and 
vinced of the service he 
in the consummation of a gatisfac- 
tory sale and in the careful fittingjof 
the shoe he sells, 

He must, first of all, believe in 
the brand of shoes he offers to his 
consumer. He must be sold on their 
advantages and must be thoroughly 
confident of his ability to fit those 
shoes expertly. 

He must be fully conversant with 
the promotional background of his 
line and the stage which its manu- 
facturer has set for this personal 
sales interview with the consumer. 

He, of all people, must know and 
be able to demonstrate the value of 
a pair of shoes not only in compe- 
tition with other brands, but with 
other consumer goods items. He, 
of all people, must be able to demon- 
strate that being fitted on the spot 
by a man with a background and 
training in shoes is the only correct 
way shoes can be sold. In a word, 
he must be an Informed Retailer. 

Frank self-analysis requires the 
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instant admission that we, as an 
industry, thus far have failed to sell 
the use and worth of shoes in com- 
petition with other consumer goods. 
We have depended too much on 
shoes “looking like the money” /to 
create sales and not enough on réal 
advertising and promotion to sell 
their true value. 

We have clutched at every whim 
of fashion as a lifesaver for sales 
and have taken so many markdowns 
on fashion merchandise that we 
have destroyed any short term ad- 
vantage which otherwise might have 
accrued from them. We have re- 
fused to recognize that fashion is 


promotion in a strictly limited sense. 


Fashion alone never creates mass 
selling. A new style idea, promo- 
[TURN TO PAGE 86, PLEASE] 


Faced With Greater Pressure from Other Consumer Goods, More Competition from Rival 
Brands, New Factory-to-Wearer Selling Techniques, the Retailer Needs More and Better 
Advertising and a More Thorough Understanding of the Purposes and Strategy Behind It. 
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The fitting stool interview 
offers the retailer or clerk an 
unusual opportunity to sell 
the real value of shoes 
against the hundred and one 
gaudy gadgets with, \ itt Hi// 
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“Manufacturers could save a lot of money 

if they would send out illustrations of 

display material and let the dealer requi- 
sition what he needs.” 


(This is the first of two articles based on 
the results of a survey by Boot anv SHOF 
RECORDER of over 1000 shoe merchants. 
The second will follow in an early issue.) 


ln a comprehensive questionnaire 
mailed to more than 1100 shoe retailers in all parts of 
the United States, a number of important facts were 
revealed about the retailer's reaction to the value and 
effectiveness of window displays. Most interesting was 
the number of merchants stating that window displays 
sold the most shoes for them. Sixty-five and five-tenths 
per cent of them rated window displays number one. 
Newspapers were listed as second with 25.3 per cent, 
and direct mail and radio as third and fourth, with 6.8 
per cent and 2.3 per cent respectively. 


Purpose 


The purpose of this survey was to determine what use 
retailers make of window display material supplied or 
made available by manufacturers. In 28 questions, 
merchants were given the opportunity to express almost 
every idea they had on window displays, plus the chance 
for listing every gripe or compliment they could think 
of. The most important questions asked were: 

How much of the window display material sent 
to you do you use? 

What per cent of your entire promotion and 
advertising expense goes to window display? 
Do you have a strict budget plan which allocates 
a certain percentage of gross sales to window 
display? 

What per cent of the cost of the window displays 
do you think the manufacturer should pay? 
Do you use manufacturers’ mat services? 


Results 


Since the questions above have been mentioned, let 
us take the answers to them in sequence. Fifty and 
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-| Boot and Shoe Recorder Survey Gives Reaction of Retailers 


to Types of Display Material Supplied by Manufacturers 


That Have Proved Most Effective. 


by EDWARD SPASEK 


seven-tenths per cent of the merchants stated that they 
used most of the window display material sent to them 
by manufacturers; 20.3 per cent said they used some; 
18.9 per cent said they used all, and 6.6 per cent said 
they used very little of it. A frequent complaint in the 
summing up question asked was that there was too 
much waste. Here’s what one merchant said, “I would 
ask the retailer exactly what he needs, instead of fore- 
ing salesmen to sell their entire line of advertising, 
and then have it go to waste. Or perhaps the salesman 
orders it sent to show that they’re on the ball. Such 
a waste.” 

Others complained that too many displays were sent 
at one time, and that too much of the wrong kind was 
sent out. Several worthwhile suggestions were offered 
to eliminate the waste. This is one of them: “They 
could save a lot of money if they would send out illus- 
trations of display material and let the dealer requisi- 
tion what he needed.” And another: “Consult with 
retailers and window trimmers for better putting to 
use the expense involved. Use requisition system with 
seasonal portfolio rather than throw everything at all 
accounts. Drop present tactics of preparing material 
from manufacturer’s viewpoint alone. Help retailer 
produce smart, eye-appealing windows. not billboard 
displays... . ” 

The general plea of most merchants was to be given 
the opportunity of seeing a layout or portfolio of the 
displays so that they could decide whether they could 
vse it for their particular size store. 

An outstanding complaint was directed against the 
failure of the manufacturer to supply merchants with 
displays featuring the shoes they purchased. As a 
result, ill-timed display material and advertising mats 
had to be, more or less, discarded. 

The next two questions should be of value to window 
display salesmen. Asked what per cent of their entire 
promotion and advertising expense went to displays, 
merchants replied as follows: 12.2 per cent spent 1 per 
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Merchants in small towns requested 

that compact display units be supplied 

by manufacturers, suitable for use in a / 
small store. 


cent, 11.1 per cent spent 50 per cent, 10 per cent spent 
10 per cent, 10 per cent spent 15 per cent, 7.7 per cent 
spent 25 per cent, 6.6 per cent spent 30 per cent, and 
6.6 per cent spent 2 per cent. The rest of the answers 
were too widely scattered to merit consideration. 

In answer to whether they had a strict budget plan 
which allocated a certain percentage of gross sales to 
window displays, 85 per cent of the merchants said No, 
and 15 per cent said Yes. Evaluating these two questions 
is simple: Most of the advertising dollar spent by mer- 
chants apparently is either by guess or by God. They 
should get some help from manufacturers and salesmen 
in determining a proper percentage of their sales to pay 








Over 60 per cent of merchants’ queries rated 

window displays highest in helping them sell 

more shoes. Newspapers were second, direct 
mail third, and radio fourth. 
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WINDOW DISPLAYS 












tor effective and remunerative advertising via the vari- 
ous media. 

Manufacturers will be interested to know that 51.5 
per cent of the retailers thought that 50 per cent of the 
cost of window display material should be paid by the 
manufacturer. Twenty-six and nine tenths per cent of 
them felt that the manufacturer should pay 100 per cent 
of the cost, and 12.3 per cent felt that 75 per cent of the 
cost would be reasonable. 

The last major question was: Do you use manufac- 
turers’ mat services? The answer to this was almost a 
unanimous Yes, with 96.7 per cent stating that they made 
use of them. However, they indicated suggestions for 
improvements. One had this to say, “Some manufactur- 
ers do not have names or numbers of styles to identify 
the mats without waiting to see the shoe before picking 
the mats.” Several wanted better mat service. And 
others wanted mats for the shoes they purchased, a fre- 
quent complaint. 


Sizes 


There was considerable comment on whether displays 
furnished by manufacturers were right in size. Thirty- 
four and seven tenths per cent thought them about right. 
33.3 per cent said Just right, 21 per cent said Too big. 
and 10.8 per cent said Too little. Several merchants 
elaborated on this. One pointed out, “Remember that 
most small town stores are cramped for window display 

[TURN TO PAGE 65, PLEASE] 
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A track scene for a 
men’s window has a 
fence of cut-out white 
beaver board or wood. 
Horses and jockeys, 
signs, etc., are cut-outs. 
Clear blue seamless pa- 
per makes the wall. 
Green grass mats are 
in the foreground. 




































Valentine window with a huge centerpiece. Outer edge is by BEN WALTERS 
Walters Display, Inc., New York 


trimmed with lace doilies shirred and stapled in place. Curtains 
of dotted swiss frame cut-out silhouettes. Arrow is of tufted 


satin on a plank. The author will answer inquiries 


regarding window display prob- 

lems. If you have any questions, 

address them to Mr. Walters, c/o 
Circus window uses Drapepuff for graded drapes and Boot AND SHOE ReEcorpeER, 100 
monkey cage. Clowns and monkey are cut-outs, as ; East 42nd St., New York 17, N. Y. 
are other performers. Monkey has a wire tail. 
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the shoe... 


ce ef 
an tied ana handsome 


solt toed, spindle heeled, 
high tied to cradle your foot with'a wondectelly airy, 
hind te Right Loch Miaed' shoe than you've seen in years, haut right 
locisimg again on pliant black suede with the added conceit 
of a thin silken tie. Théte, beautitally tapered and 
curved, $34.75. From 2 collection. 
The Shoe Salon — Filth Floor, Middle, State 


Our Salon adapts the prophetic Paris hoot 


The French theme was stressed 
early in the series, and this ad 
featuring the Paris boot showed 
copies of French imports 
brought back to the store by the 
fashion coordinator. 


Vin 2 tm a wevien of te the meme, 
ie thee Come fanhomeme 


wow PRESTIGE ADVERTISING 


FASHION merchandising, carefully keyed to prestige- 
type advertising, is one of the primary methods used in 
presentation of high style shoes by Marshall Field & 
Company, Chicago. This has been particularly true dur- 
ing recent months when shoes have been frequently in- 
cluded in the store’s “in the news, in the know fashions” 
series of advertisements. In this series shoes have been 
presented dramatically and forcefully, with copy and 
art work pointing to their fashion significance. 

These advertisements are planned solely from the 
fashion standpoint. Merchandise shown in the series is 
chosen for its fashion aspect and significance and may 
range from inexpensive costume jewelry to Paris origi- 
nals. In shoes, it may include anything from spats to 
the most expensive shoes in the Fifth Floor Shoe Salon. 

Each advertisement is planned to give definite fash- 
ion infermation about the merchandise. Thus, one type 
of shoe only is presented at a time. Pulling powez, both 
of this type of advertisement and of the name of Marshall 
Field & Company, was proven early in the series last 
Summer. An advertisement on women’s spats actually 
sold the merchandise on a day when Chicago’s tempera- 
ture stood at 94 degrees Fahrenheit. Since spats are 
worn only in cold Winter weather, it is evident the Field 
ad created desire. 

The same format is used throughout the “in the news, 


52 


in the know” series. Art work and copy are highlighted 
on a generous amount of white space. Superimposed on 
the white space is a jagged border of newsprint. A 
woman’s hand at the lower righthand corner appears to 
have torn away part of a newspaper page, revealing the 
latest fashion news. The series was planned as a prestige 
campaign, Budd Gore, advertising manager, reports, and 
the merchandise depicted represents only the newest high 
fashion apparel and accessories. 

Other shoe advertisements in the series have been de- 
voted to showing of a single type of shoe with comments 
on the fashion significance of each. It was a shoe adver- 
tisement, in fact, that was first in the entire series, 
which began last August. This introduced the French 
footwear theme and was followed by other advertise- 
ments developing it. The French emphasis was adopted 
by Field’s as the dominant note in women’s shoe promo- 
tion for Fall, and exact copies of French imports pur- 
chased by Mrs. Kathleen Catlin, store fashion coordi- 
nator, were featured in the series. The first advertise- 
ment carried the information that “Our Salon adapts the 
prophetic Paris boot . . . soft toed, spindle heeled, high 
tied to cradle your foot with a wonderfully airy, bird- 
in-flight look. More shoe than you’ve seen in years, but 
right looking again in pliant black suede with the added 
conceit of a thin silken tie.” The “jeweled shoe—light 
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Marshall Field & Company in Chicago Has Had Excellent Results from 
a Series of Advertisements Stressing the Store as a Place Where Fine 
Style Merchandise May Be Found. Shoe Ads Feature a Single Type in 
Each Insertion; Copy and Art Work Point to Their Fashion Significance. 


and bright” and “the velvet shoe—deep and soft as the 
night,” were among the single styles featured in subse- 
quent advertisements. 

The particular advertisement which attracted so much 
attention because it sold spats in Midsummer, was the 
first of several devoted to spats and shoe tops. Field’s 
spat collection was made up especially for the store as 
copies of French shoe tops which Mrs. Catlin brought 
back from Paris. These include some 47 different colors 
and more than a dozen different materials in buckles, 
ankle ties, and styles that slip on over the shoe. Mate- 
rials include faille, brocades, satin, velveteen, gabardine, 
suede, felt, reptiles, gold and silver kid, linen, and wool 
checks. The retail price range runs from $4.95 to $9.95, 
proof that the advertising series is not concentrated on 
high priced merchandise alone. 


Two of the advertisements in the series were confined 
to spats: The first of these referred to “the spat on its 
way back” and as “still more cover for your covered-up 
foot.” A later advertisement featured spats as “shoe 
tops—three score and one variation on a French theme.” 
Copy further stated, “Slim whim, made by a famous 
bootmaker of Paris, shown throughout the Molyneux 
collections . . . now, here, copied in a dozen materials, 
a myriad of colors.” 

This particular prestige series is only part of the over- 
all advertising program for shoes, however. Field’s also 
devotes full-page advertisements to shoes of one type, 
presenting them by color, material or purpose. Some- 
times these are concentrated solely on’ shoes. On some 
occasions a few matching accessories are shown. Rep- 

[TURN TO PAGE 67, PLEASE | 


sexes STYLE MERCHANDISE 


by 
BERNICE S. DECKER 


Left: One type or feature of a shoe 
is played up in each ad. This one 
concentrates on a color—Midnight 
Blue. Right: Dressy black suedes 
were the focal point of this 
fashion presentation 





by LYSIA HARIVEL 





FASHION 





HIGHLIGHT 





From PARIS 


White suede combined with navy blue 
kidskin in this sling pump from Lean- 
dre. Also made in silver kid for evening. 





Black suede afternoon shoe 

with closed vamp and very 

open shank and quarter from 
Dorvyne. 


Graceful gold evening sandal 

with unusual vamp and cross 

strap treatment from Argence. 
Also available in lame. 
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Greater Freedom in Design, Greater Comfort in Construction, Greater 





Variety in Leathers, Typify French Shoes for Spring. 











WITH liberation from a three years’ restriction 
on leathers, Paris shoemakers are once again able 
to create styles of outstanding originality in pat- 
terns and combinations of leathers and colors. 
The longer, slimmer vamp continues. Over-com- 
plicated lacings are out, now that they have be- 
come a volume style. Sport shoes will be lighter 
while still retaining their rugged appearance and 
comfort features. Comfort, in fact, is becoming 
more and more important to the Paris shoe- 
makers. They are not sacrificing this essential 
feature to elegance of appearance. Instead, they 
are striving to combine the two. Quality, too, is 
also being sought in all materials that go into 
the shoe. 




















Two-tone golf shoe with rubber 
crepe-sole and heel from Leandre. 






A STRONG trend is developing, since re- 
strictions on leathers have been removed, 
toward using a great variety of leathers. 
Different leathers and surfaces are com- 
bined in the same shoe as illustrated in 














Colors smartly com- 
bined in this rugged 
sport shoe of gold color 
goatskin and chamois 
suede with green trim- 
ming from Jean Drettas. 











several styles shown here. Pastel tints are 
expected to be very good; such combina- 
tions as pale pink and blue or beige or 
sand with deeper tones in the same general 
color family. In evening shoes there will 
be many novelty colors, in addition to the 
perenially popular silver and gold. With 
the return of Spring, everything must he 
“clear, gay and luminous,” according to 
leading Paris shoemakers. 



















Sand color and gold combine in 
this suede and goatskin saddle 
shoe from Jean Drettas. 
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The Right to Pick and Choose 


ONF ebruary 19, the Retail Associations of America, in 
conjunction with The Saturday Evening Post, will launch 
a great patriotic promotion, “Democracy Works Here,” 
preparations for which have been going forward for 
several months. It will be a campaign of unusual sig- 
nificance and one that will deserve the support it is 
certain. to have from retailers and retail organizations 
across the length and breadth of the land. The National 
Retail Dry Goods Association took a leading part in in- 
itiating the project, and the National Shoe Retailers 
Association is numbered among its sponsors. Educa- 
lional in its purpose, it has been planned with the 
object of showing the public how great are the blessings 
of our American way of life. 

As a subtitle for the slogan “Democracy Works Here,” 
the campaign uses the phrase “Yours is the right to 
pick and choose,” and in those words we believe it 
has expressed one of the average American’s most price- 
less economic freedoms. Nowhere in the world has any 
other people ever enjoyed so high a level of purchasing 
power as we have in America or the opportunity, in 
utilizing it, to choose from such a wide assortment of 
useful, desirable things. 

But if people are to use intelligently their right to 
pick and choose from the multitude of goods and ser- 
vices offered for their consideration, how are they to 
be guided in their selections? Who is to advise and 
educate them so that they will choose wisely and 
select the things that will serve them best or contribute 
most to their welfare and enjoyment? 

That, as we see it, is the function of advertising and 
the job of the people whose responsibility it is to plan 
and prepare advertising programs and advertising ma- 
terial. Obviously it is a vitally important function. 
“Without a free exchange of goods you cannot have a 
free people,” observes the Post in its campaign an- 
nouncement. It could be said with equal truth that with- 


out advertising you cannot have a free exchange of 
goods. If buyers and sellers are to exchange goods 


freely they must have knowledge and information about 
the merchandise that is on the market. It is the business 
of advertising to supply that information. 

Viewing the objective from that angle, one gains a 
clear picture of the kind of advertising that is needed 
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to do a particular job, for example to sell a pair of 
shoes. The man or woman who has money to spend is 
offered a million things that he or she might like to 
possess. What must be said to persuade such potential 
customers that shoes should be preferred? How is their 
attention to be diverted from other things and directed 
toward footwear? What can you do to make your shoes 
stand out from those of your competitors? How can 
you convince this particular customer that this pair of 
shoes is supremely desirable to her at this time? 

There are some merchants—and manufacturers too— 
who figure that they have discharged their advertising 
responsibility the moment they have signed the space 
contract. After that they figure it’s up to the agency, 
the copy writer or whoever does the job of preparation. 
And that is O.K. so far as the technical part of the job is 
concerned. But it’s still up to the merchant, or the manu- 
facturer as the case may be, to see to it that his adver- 
tising does a selling job. 

After all there isn’t any magic in white paper and 
printer’s ink. The medium is as good as its circulation 
plus its readership. The ad is as good as the story it 
tells, the interest it arouses and the desire of ownership 
that it creates. Good layouts and illustration draw at- 
tention to your ad; good copy is vitally important in 
getting the message across. But a good ad must have 
more than clever pictures and smart copy. It’s your 
job, Mr. Shoe Merchant, to make sure it packs a sell- 
ing punch. It’s your job to coordinate your advertising 
with your merchandising policies, your displays and the 
techniques of your salespeople. 

There never was a time when the shoe trade stood 
in greater need of advertising that will get the story of 
shoes before the public and hammer home the convinc- 
ing truths of shoe values, shoe service and the genuine 
satisfactions to be experienced from smartly styled, well 
fitted shoes. Despite the fact that disposable incomes 
are greater than ever, and shoe prices in relation to 
incomes are not out of line, the tendency in recent 
months has been for shoe sales to show a decline. The 
challenge of 1949 is to reverse that trend. Good adver- 
tising must do its part—perhaps the major part—in 
answering the challenge. 

There is a good reason to believe that the market 
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possibilities are favorable for advertising and salesman- 
ship to do a better selling job this year in shoes. As 
Julius Schnitzer, top man in the U. S. Commerce De- 
partment’s Textile and Leather Division, told the mem- 
bers of New England Shoe and Leather Association re- 
cently, “many consumers have been using up their closet 





L. E. Langston, executive vice-president of National Shoe 
Retailers Association, points to poster in “Democracy 
Works Here" campaign which NSRA is sponsoring along 
with more than 50 other Retail Associations of America. 
Posters and other promotional material are available at 
headquarters of Retail Associations of America, 100 West 
31st Street, New York. Campaign starts February 19. 


inventories during the past two years in their efforts to 
resist the shoe price levels. With the backlog of con- 
sumer durable goods partly filled, more of the expend- 
able income can be used for footwear. . . .There are 
iarge savings still stored up by the public, estimated at 
150 billions. . . . Expectations of continued high level 
incomes and employment in 1949 should also increase 
the sales potentials.” 


And so, apparently, it’s up to the shoe trade. 


Named Shoe Department Manager 
in Pittsburgh 


New York—Simon Weinstein has been appointed de- 
partment manager of the upper and lower shoe departments 
for the new Lane Bryant store which opened in Pittsburgh 
at the end of January according to an announcement by 
Curt H. Jacob, general manager. 

Mr. Weinstein has had a long experience in the shoe 
business having been associated with the Conformal Shoe 
Company, division of International Shoe Company. for six 
years, and for the last seven years with the A. S. Beck Shoe 
Company. 


Store Being Remodeled 


To.epo, O.—Florsheim Shoe Store at 418 Adams Street. 
Toledo, is undergoing a $5,000 remodeling and alteration 
program, under the supervision of Ralph Hamilton, man- 
ager. The project will include a new ceiling, new lighting, 
interior decorations, hosiery bar, and new front display 
windows. 
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(This space 
is wasted 
to illustrate 


a point.)* 


THE POINT. Do you carry your adver- 


tising-and-promotion to your packing and wrap- 
ping papers? 

How many of the tons of those papers you now 
use are wasted for lack of a distinctive design 
that will build your brand or store name with 
every transaction? 


To make your “paper bill” the most direct and 
inexpensive item in your advertising-and-promo- 
tion budget, see what WHITEFORD and PAPERS 
In MoTION can do for you. No obligation. 


WHITEFORD Paper Company, Inc., pioneer 
in combining designers, merchandising men and 
paper mills for sales-promotion packing of na- 
tionally advertised merchandise. 


PAPERS IN MOTION.? The Department 
Store Division of Whiteford for retail wrappings 
and making customers “Walking Advertise- 
ments.” 


ADDRESS: 420 Lexington Ave., New York City. 


Service offices in BOSTON, CHICAGO, ST. LOUIS, 
GREENSBORO and LOS ANGELES. + Trademark 
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PRINTING THE ADVERTISEMENT 


A Knowledge of Methods of Reproducing the Printed Word Is Essential 
to the Retailer Who Would Prepare His Own Advertising Effectively 


by IRVING SETTEL 


Seventh in a Series of Ad-Viser Articles, 
Offering Shoe Retailers the Means of Pro- 
ducing Sales-Compelling Advertisements. 


THE average shoe merchant may never be called upon 
to order photo-engravings or to make a choice of the 
printing processes. Advertising specialists in agencies 
and local newspapers handle such matters for him. Most 
retailers, however, find it profitable to acquire a basic 
knowledge of the fundamentals of production. First, 
savings can be accomplished if the advertiser knows his 
costs and problems in advance. Second, an understand- 
ing of the procedure affords him the opportunity to 
maintain close contact with his promotion material in 
all its stages. Because of the vast amount of material 
which can be learned, it is essential to restrict the 
information to that which affects the retail business. 
It will be extremely helpful, therefore, if he concen- 
trates on the following: 


Helpful Knowledge for the Retail Shoe Merchant 


1, The printing processes and what they are. 

2. What each printing process can achieve in terms 
of adaptability to personal use and thé results. 

3. The required art work, layouts, copy, etc., for 
each process. 


4. The costs of and possible savings in advertising 
production. 

Basically, there are three methods of printing (silk 
screen is considered a fourth by some experts). As a 
retail advertiser, you undoubtedly will come into con- 
tact with all three since each serves a very distinct 
purpose in the retail advertising field. 


Letterpress Printing 


This method utilizes the process of printing from a 
raised surface. The printing surfaces are on one plane, 
the non-printing surfaces on a lower one. Ink is placed 
upon the raised surface and pressed against the paper. 
The commonly used rubber stamp is the best ex- 
ample of letterpress. Here, rubber letters in relief are 
stamped on the ink pad and then on paper, duplicating 
the impression. Letterpress is also used by newspapers 
for the bulk of their printing. The results are clear 
reproductions, created quickly and economically with 
a rotary press. 

The newspaper type is set by machine in relief con- 
forming to your instructions. If your advertisement 
contains an illustration, an engraving (to be discussed 
in a later article) is made and set up in a form with 
the type. Then your complete ad is assembled with the 
entire newspaper page. 

[TURN TO PAGE 92, PLEASE] 


This diagram shows three different methods of printing. Left: The Letterpress method, which prints 


from a raised surface. 


Center: The Planogruphic method, which prints from a smooth surface. 


Right: The Intaglio method, which involves duplication of a design by means of a depressed surface. 
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1899 — (BNE -— 1949 


in February 7, 1899, this Corporation was founded 
and throughout the fifty years of its existence has steadfastly 
continued in its operating policy to preserve, follow, and de- 
velop the basic concept of its founders—the advancement of 
shoemaking through more efficient machinery, improved 


supplies, and better service. 


The extent to which these purposes have been fulfilled 
is reflected in the impressive development and growth of the 
Shoe Industry during the half century now passed. We feel justly 
proud of our contribution to the advancement of shocmaking 
during this period. In such a record of progress we find inspi- 
ration and confidence to continue our every effort through 
research and service toward a greater fulfillment of the objec- 


tives originally established by the founders of this Corporation. 


On the occasion of our Fiftieth Anniversary we wish 
to express Our sincere appreciation to our Customers, Our sup- 
pliers, our employees, and our stockholders for the important 
parts they have plaved in our success. For their splendid co- 
operation and loyal support we are deeply grateful and we 
invite them to look forward with us to continued success and 


still greater achievement during the years which lie ahead. 


UNITED SHOE MACHINERY CORPORATION 





Here are 43 ways to lend a New Style note 


United Fancy Eyelets can be the “tremendous trifles” 
that lift a shoe out of the commonplace and provide 
a smart accessory at relatively low cost. Eyelets like 
these can be the minor change that makes a major 


difference in appearance . . . and sales. 


Any of these novelty designs can be provided in 
brass, nickel, copper or colored finishes. Actual sizes 
are shown. Your eyelet machinery can be modified 
readily to feed any style. Ask the United Representa- 
tive about these and other eyelets for special uses. 


United Shoe Machinery Corporation 
BOSTON, MASSACHUSETTS 














Lined up in front of the new 1948 Buick Special sedan are, left to right: W. F. Waldkirch, assistant 
advertising production manager; Leathers Maddux, art director; Guy Rudisill, sales manager ; Gilbert 
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Yarbrough, advertising copy writer; Steve H. McGaw, advertising manager, representing the Cedar- 
Crest Shoe Company, and C. E. Pierce, Dalton, Ga., merchant who won the grand prize. 


Ad Campaign 


by GILBERT YARBROUGH 


That Sold Work Shoes 


How Cedar Chest Merchants Made Their Promotion More Effective 
and Increased Work Shoe Sales with Cooperation from Factory 


Which Has Since Been Operating at Full Capacity 


BACK in the Fall of 1947, the work shoe industry was 
again faced with an old problem. Up to then, through 
difficulties imposed by war, manufacturers hadn’t been 
able to make enough shoes and dealers couldn't get 
enough shoes to sell. Now, supply had caught up with 
demand, and factory output was running far ahead of 


Steve H. McGaw (right), advertising manager for Gen- 
eral Shoe Corporation, presents the keys of the new 
1948 Buick Special sedun to C. E. Pierce, Daiton, Ga., 


merchant, who won first prize in the contest. 
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sales. Thus, the old problem of finding ways dealers 
could sell the shoes that were being made, had moved 
in again under long lease. 

General Shoe Corporation, like other manufacturers, 
had been piling up work shoe inventories. It faced 
the problem of boosting sales to absorb the normal 
output of its sprawling service shoe plant at Huntsville, 
Ala. Obviously, the time had come for some kind of 
action to stimulate the work shoe business. 

First, the corporation made work shoes a definite 
project to yank them out of the doldrums. A new sales 
division, the Cedar-Crest Shoe Company, was organ- 
ized with a new staff of salesmen, to devote its entire 
energy to increasing the sale of work shoes. 

How to launch a new brand of shoes at a time when 
sales were discouragingly static with long-established 
brands posed a problem in itself of no mean propor- 
tions. This problem was hurdled for the new Cedar- 
Crests by building their promotions upon specialized 
features. It would work something like Elmer Wheeler’s 
[TURN TO PAGE 77, PLEASE] 
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®@ RUGGED, WATERPROOFED LEATHER 
@ TRUE-MOCCASIN CONSTRUCTION 
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Put Bass Quail Hunters in your windows, in 
your advertising, on your counters... your 
customers will see them and buy. There’s 
nothing that creates demand as quickly as a 
close look at these fine, hand- 
sewn hunting boots. Talk up 
their famnous features. 







a 
Your sales will show that BASS w 
means business too, in Weejuns, 
Sportocasins, Foresters, Ski Boots. 
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G. H. BASS & COMPANY, Dept. BS2, Wilton, Maine 
NEW YORK SALES OFFICE + 658 MARBRIDGE BUILDING 
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The Buyer’s Market Is Here! Are You 
Ready for It? 


by George H. Rausch 
London Character Shoes Corp. 


THE shoe retailers of this nation have been enjoying the 
proverbial “seven years of plenty”; but, with the return 
of a buyer’s market “the seven lean years” are upon them. 
Will you be able to meet this new competition and enjoy 
continued profitable operation? 

During the period of war boom and postwar inflation, 
the chief concern of the retailer was to obtain merchandise 
to fill the demand of eager customers. Now the situation 
has been reversed and it is again necessary to sell merchan- 
dise. The customer is no longer satisfied to take what you 
have, but shops the stores for the exact item that is desired. 

Those merchants who operated successful businesses prior 
to 1941 have experienced the normal buyer’s market and 
realize that they must draw upon the knowledge and ex- 
perience gained in those years to meet present competition. 
Those who entered the retail shoe business since 1941, sud- 
denly find that the easy-going, haphazard merchandising 
methods that were once sufficient can no longer maintain a 
profitable store. 

With heavy inventories on their shelves and a poor 1948 
Christmas season, many merchants are openly worried. 
There is no need for fear or panic. We are simply returning 
to our prewar buying habits. To the merchant who has 
know-how, courage, imagination, daring and initiative, this 
is just another challenge which he will meet successfully. 

With the return of strong competition and the lag in 
sales, management will, in many cases attack the problem 
primarily at the point-of-sale. Pressure will immediately be 
placed on the sales personnel to extend greater effort; to 
sell accessories and to turn over every customer that they 
cannot sell. Sales people are only human and, of course, 
they will follow the line of least resistance. However, the 
average sales person is “store-conscious” and will extend 
every possible effort, particularly if working on a salary 
and commission basis. 

To meet present and future competition—and it will get 
tougher, not easier—management must also look to its other 
functions. The sales people will do their best to sell the 
merchandise once the customer is in the store, but the man- 
agement must bring the customers into the store before they 
can be sold. ; 

The public has suddenly become price-conscious. The 
money is still around, but people are spending it more care- 
fully. Therefore, the stores that sell quality merchandise at 
reasonable prices will still get the business, while the stores 
that offer good merchandise at genuine bargain prices will 
have more business than they can handle. 

Management must discard careless buying habits at once, 
if it expects to meet the challenge of a buyer’s market. Buy 
carefully, buy shrewdly and buy where you get the best 
value in material, workmanship and style. That is how your 
customers are buying today and will continue to buy in the 
foreseeable future. It is fine to make your sales people sell, 
and sell, and sell; but also make your buyer realize the 
full extent of the responsibility resting squarely on his 
judgment and ability. 

Don’t be afraid to use a little imagination and some 
daring in your advertising and window displays. After all, 
what is good advertising? Is it a beautiful picture accom- 
panied by lilting phrases? Of course not! Good advertising 
is simply advertising that sells. Shake yourself out of the 
rut that you got into during the past seven years and make 
the buying public know that your store is there! Make them 
know that it is a progressive shop, staffed with alert sales 

[TURN TO PAGE 72. PLEASE] 
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Shoe Promotion Plans for Sprin¢ 






Manufacturers Announce Advertising Campaigns for the 





Acme Boot Plans Full 
Scale Campaign 


In 1949 full color mass circulation 
magazine advertising again will be used 
for Acme Cowboy Boots, manufactured 
by Acme Boot Company, Clarksville, 
Tenn.- This will be a full scale continu- 
ous campaign designed to merchandise 
Acme Cowboy Boots to men, women and 
children everywhere. Acme will supple- 
ment this basic national advertising 
program with a full set of merchandis- 
ing and sales aids for the dealers—in- 
cluding window and counter displays, 
newspaper advertising service and 
other sales aids. 





Color Promotion 
For M. N. Arnold 


The Arnold Authentics line of wo- 
men’s shoes will be advertised to the 
public through national magazines dur- 
ing the Spring of 1949. A feature of 
this program will be Arnold’s new color, 
“Polished Maple,” which will be the 
subject of a full-page ad in color in the 
March 1 issue of Vogue. 

Arnold dealers will receive complete 
newspaper ads and window cards to en- 
able them to tie in their local advertis- 
ing with the national promotion. Much 
of the success of the Arnold Authentic 
line is due to a series of such special 
color promotions which have been a fea- 
ture of the Arnold advertising program 
for several years. 

Some of the styles featured in “Pol- 
ished Maple” in the coming advertise- 
ment will be available from the Arnold 
in-stock department. 

The Arnold Spring 1949 advertising 
program will be supplemented by space 
in other publications throughout the 
season. 





Bates Plans Continuous 
Advertising Campaign 


The Bates Shoe Company, Webster. 
Mass., will have a program of monthly 
ads in the Saturday Evening Post. 
F. E. Ryan, sales vice-president, says, 
‘We'll alternate these ads between 
Bates Originals and Phi Bates. Our 
Esquire campaign is exclusively Phi 
Bates. Six Footers, ‘The Shoes That 


Make Men Look Taller,’ will be adver- 
tised in the New York Sunday News 
beginning Feb. 13. A coupon in each of 
the News ads will route consumer in- 
quiries to Six Footer dealers.” 
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Coming Season and Indicate Plans for Dealer Cooperation 


According to Ryan, the Phi Bates 
idea developed from Bates’ pre-testing 
of college men’s preferences. Each Phi 
Bates style has been endorsed by typi- 
cal college men in leading universities 
throughout the country. 





Bloom-Ease Will Promote 
New Insole 


The Bloom-Ease Company, Minne- 
apolis, Minnesota, will promote Romps 
Casuals in both full color and black and 
white ads, using Mademoiselle, Charm, 
Glamour and Seventeen. The advertis- 
ing will feature the new patented Float- 
ing Comfort insole. Display cards and 
a mat service of the newspaper tie-in 
ads will be furnished without charge to 
dealers. 





Peacock Shoes Will Tie In 
Local and National Ads 


Peacock Shoes, Boyd-Welsh, Inc., of 
St. Louis, will continue its advertising 
program by supplying its dealers with 
prepared newspaper ads, shoe mats, and 
window displays plus material for spe- 
cial promotions. All dealers will be ‘in- 
formed well in advance of each national 
promotion to enable them to tie-in their 
local advertising and sales promotion. 





Brown Shoe Company 
Air Step 


Air Step’s national advertising for 
Spring will be spearheaded by a two- 
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Company for its dealers, and contained 
in a promotional kit issued recently. 

















page, full-color spread in the March 21 
issue of Life. This ad announces the 
big Spring promotion, Air Step’s Fash- 
ion Fair, scheduled from March 19 to 
April 2. Dealers receive a promotional 
mailing of store and window display 
suggestions, mimeographed radio spot 
announcements, blow-ups, reprints, and 
tie-in newspaper ads. 

Large, full-color ads are scheduled 
throughout the Spring months in Cos- 
mopolitan and Look. Preceding the re- 
lease of these magazines, a preview of 
the ad is sent to the dealer, along with 
an offer to supply him with a tie-in 
newspaper ad. 

Made available to dealers are tissue 
inserts, self-mailers, personalized post 
cards, book matches, recorded and 
mimeographed radio spots, newspaper 
ads, a custom display program and 
display suggestions, show cards, blow- 
ups, reprints, price tickets, and customer 
record cards. 


Buster Brown 


Buster Brown continues the Spring 
season with one of the strongest adver- 
tising promotions in the shoe business. 
Smilin’ Ec McConnell and his Buster 
Brown Radio Gang, broadcasting from 
Hollywood every Saturday morning over 
the 161-station NBC network. As in 
past seasons, the radio program will 
be used to announce the free distribu- 
tion by dealers of Buster Brown comic 
books—approximately six million were 
distributed Iast year. 

A big retail selling period will be 
staged at the height of the Easter sell- 
ing season, as was done last year. This 
will be the Buster Brown Easter Parade, 
running from March 12 to April 16. 
All dealers will be provided with a 
complete promotional kit, including 
newspaper mats, direct mail, radio spot 
announcements and display cards and 
suggestions. 

In addition to special retail promo 
tional material, each dealer will receive 
a complete newspaper met service, show 
cards, direct mail and illustrations of 
resale material which he can purchase. 

The Teen Age line of Buster Brown 
Shoes has scheduled the following na- 
tional advertising schedule: half-page 
bleed, four-color ad in Seventeen; two- 
thirds page bleed, four-color ad in Call- 
ing All Girls; half-page bleed, four- 
color ad in Seventeen; and two-thirds 
page bleed four-color ad in Calling All 
Girls. 

Dealers are sent special pre-prints 

[TURN TO PAGE 64, PLEASE] 
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Shoe Promotion Plans for Spring 


of the ads, and newspaper tie-in ads to 
help them merchandise the national ad- 
vertising in their communities. 


Life Stride 


Magazine advertising in Seventeen 
and Mademoiselle is the medium chosen 
for the Life Stride National Schedule. 
Large full-color ads will appear in these 
magazines during the Spring months, 
highlighted by a two-page spread in 
March Mademoiselle. Each magazine 
ad will be merchandised by a mailing 
to the dealers, and pre-viewing the ad 
and offering tie-in newspaper ads. 

A special mailing is planned to pre- 
cede the large Mademoiselle ad, which 
announces Life Stride’s Spring Festival 
from March 4 to 19. Included in this 
material is a tie-in newspaper ad, mim- 
eographed spot announcements, show 
card and display suggestions. 

Mimeographed and recorded spots. 
tissue inserts, self-mailers, personalized 
post cards, book matches, customer rec- 
ord cards, show cards, blow-ups, price 
tickets, and a complete custom display 
program are made available to all Life 
Stride dealers. 


Noturalizer 


The national program of Naturalizers 
is concentrated in the medium of maga- 
zine advertising with large, full-color 
ads in Cosmopolitan, Vogue, Look and 
Life. Two weeks preceding the release 
of these magazines, a mailing is made 
to each dealer, previewing the coming 
ad and offering a tie-in newspaper ad. 
Dealers have received a Spring pro- 
motional mailing of planned newspaper 
ads in mat form, mimeographed radio 
spot announcements, window cards, 
price tickets, reprints and a counter 
sign. 

The Spring Fit Parade, a two-week 
promotion from March 12 to 26, is an- 
nounced in a two-page spread in Life’s 
March 14 issue. Dealers will receive a 
special brochure of tie-in newspaper ads, 
mimeographed radio spot announce- 
ments, window and store display sug- 
gestions, show cards, blow-ups, reprints, 
tissue inserts and self-mailers. 

In addition, the following dealer ma- 
terial is available: recorded spot an- 
nouncements, custom display material, 
personalized post cards, customer rec- 
ords cards, and book matches. 


Roblee 


- The national advertising program 
for Roblee is concentrated in the maga- 
zines this Spring, spearheaded by the 
two-page full-color Roblee Roundup ad 
in the April 1 Life. In addition, Roblee 
has scheduled two full-page ads in Look, 
three full-page ads in Sport, and two 
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FOR ALL CHILDREN 
6 MONTHS TO 4 YEARS 


Heppy feet are dancing feet— 
Jumping-Jocks weorers always 3 a 
hove hoppy feet becouse Jump- 
ing-Jocks keep them straight ~= 
from heel to toe with the unique, 
patented one-piece sole from 
bock of heel to the toe—alll stitching on the 
outside, nothing inside to hurt little feet. 





DEALER’S NAME &@® 


AND ADDRESS HERE 









STORM ADVERTISING BOCHESTER NY 





V8. 0-15 


One of a number of ads prepared by 

Vaisey-Bristol Shoe Co. for the use of 

its dealers, This, too, is part of an ex- 
tensive promotional kif. 





half-page bleed pages in The Saturday 
Evening Post. 

To help dealers merchandise national 
ads to maximum advantage on a retail 
level, they are sent special newspaper 
tie-in ads of national advertisements, 
with pre-prints of the national ads for 
their advance information. 

The big retail promotion of the 
Spring season on a nationwide scale is 
the Roblee Spring Roundup selling pe- 
riod, which runs from April 2 to April 
30. Designed to merchandise the two- 
page Life spread, this campaign is 
strongly promoted to dealers. They are 
furnished a complete Roundup kit, con- 
taining all retail material necessary for 
a promotional campaign. 

The general theme of Roblee national 
advertising is telling the consumer to 
find his local Roblee dealer in four 
ways: (1) Local news ads, (2) By 
calling Operator 25, Western Union, 
(3) In the yellow pages of the phone 
‘book and (4) By writing direct to the 
Roblee Division of the Brown Shoe Com- 
pany. 

General retail mailings include mat 
service, display cards, radio spot an- 
nouncements, direct mail and re-sale 
displays for window trim. 


Westport 
Two big promotions set the pace for 
Westport’s national advertising this 
Spring. The first, on Pussyfoots, 
breaks in the March Mademoiselle with 
a full-page, four-color ad. The second, 
called Little Strappers, is scheduled for 


the May issue of Seventeen. Dealers 
will receive a promotional mailing prior 
to release of the ads, in which will be 
included a tie-in newspaper ad, mimeo- 
graphed radio spot announcements, dis- 
play suggestions, reprints, blow-ups and 
a show card. 

Within a short time a brochure on 
Spring advertising plans will be re- 
leased to all Westport dealers. This will 
contain a series of newspaper ads, 
mimeographed spot announcements, re- 
prints, blow-ups, a show card and price 
tickets. 

Also available to dealers are custom- 
made displays and display suggestions, 
book matches and custom record cards. 





Burns Cuboid to Use 
Full Color 


Burns Cuboid Company of Santa Ana, 
California, has scheduled full-color 
pages in Hygeia and a large represen- 
tation in the Journal of the American 
Medical Association and other medical 
journals to promote Cuboids. Promo- 
tions in both mass and class publica- 
tions will be continued. 

Point-of-sale dealer helps, including 
flasher signs, colored posters, will be 
available to dealers. 





Cambridge Rubber Offers 
All-inclusive Mat Service 


Cambridge Rubber Company, Cam- 
bridge, Massachusetts, will offer an all- 
inclusive mat service to retail stores in 
1949. An extensive BooT AND SHOE 
RECORDER campaign will be used, and 
will be supported by other trade media. 





Cannon to Rely on 
Display Promotions 


Cannon Shoe Company, Rough Rider 
Division, Baltimore, Md., will supply 
their stores principally with window 
and interior display for promotion in 
the Spring and Summer. This will be 
augmented by newspaper and direct 
mail advertising in key cities. Promo- 
tional circulars for company brand 
names are scheduled for distribution in 
accordance with seasonal requirements. 

Radio advertising is anticipated in 
specific localities principally in the 
South and Southwest. Television spot 
announcements are to be used in certain 
areas for the promotion of the com- 
pany’s Roy Logan line of men’s shoes. 

The wholesale division will spear- 
head its promotional activities by an 
extensive direct mail campaign. A cata- 
log of the company’s Rough Rider shoes 
has been prepared and will be distrib- 
uted to the trade. A handmade display 
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Merchants Give Window 
Displays Top Rating 
[CONTINUED FROM PAGE 49] 


space and must use compact units 
rather than spread out ones.” Another 
seconded this criticism, “Keep display 
material to size that can be used by 
smaller stores,” he said. A man from 
Texas requested, “Create displays that 
are practical for small department 
stores which leave in one window a 
week only. Usually backgrounds and 
displays we buy are too expensive for 
such a short use, as we dislike using 
them too often in windows. Most dis- 
plays are not flexible enough for gen- 
eral department store use, as assorted 
merchandise is used with it.” But, on 
the other hand, in answer to the ques- 
tion, “How do you like the window dis- 
play material you receive?” 79.7 per 
cent answered that they thought it to 
be generally OK. Despite this fact, 
manufacturers should give the above 
suggestions serious consideration in 
preparing window displays for retail- 
ers. 

Opinion on the size of window cards 
and window panels was also widely 
scattered. For example, on window 
cards, sizes considered to be right for 
window cards ranged from 3” x 6” to 
28” x 34”. The largest percentages were 
in the:'6” =x 11”, 12° x 18” and 12" x 24” 
sizes. On window panels, the picture 
was similar, with sizes varying from 
13” x 20” to 48” x 34”. Highest scores 
were registered on 24” x 36” and 48” 
x 24” sizes. Take your pick. 


Prices and Use 


Four questions revolved around prices 
and use, and an analysis of the an- 
swers should help manufacturers to 
avoid the waste mentioned in the first 
part of this article. First, merchants 
were asked if they bought displays 
made available at various times during 
the year. Fifty per cent stated that 
they bought these occasionally. Nine- 
teen per cent bought them each season, 
7.7 per cent bought them every other 
season, and 23.3 per cent never bought 
them. Perhaps the next question pro- 
vides the answer to that attitude: 
“What is the maximum you will pay 
for spot displays or complete window 
trims?” Prices varied, but 20 per cent 
stated that they were willing to pay 

. $50, 18 per cent would pay $10, 16 per 
cent would pay $25 and another 16 per 
cent would pay $15. After that, there 
were several who indicated that they 
were willing to pay anywhere from $75 
and $100 to $500. The third question, a 
two-part question, asked, “How often 
do you time your local promotions, in- 
cluding window displays, to coincide 
with national magazine advertisements 
used by manufacturers of your brands?” 
Forty-three and three tenths per cent 
said Occasionally, 38.3 per cent said 
Often, and 14.2 per cent said Always. 
In answer to the second part, “Do you 
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use window cards more than one week 
of a particular promotion?” 75.6 per 
cent said they did, and 24.4 per cent said 
they didn’t. The last question pertains to 
the frequency with which window dis- 
plays are changed. Forty and two tenths 
per cent of the retailers said they 
changed their displays every week, 21.6 
per cent changed them every two weeks, 
11.1 per cent changed them every month. 
And again the rest of the answers were 
seattered, ranging from 2.9 per cent 
who changed their windows twice a 
week to those few who changed them 


anywhere from three, four, five and 
eight times a year. 
(To Be Continued) 


Children’s Shoe Shop Moved 


EVANSVILLE, IND.—Norma Helberger, 
proprietor of The Children’s Shoe Shop 
here, has moved from her old location 
to 28 South East Third Street, where 
she has leased space in the shoe store 
operated by Carl F. Scheips. In addi- 
tion to children’s shoes, Miss Helberger 
sells a complete line of children’s and 
infants’ wear. 
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piece featuring the trade name charac- 
ter, Rough Rider, will be sold at less 
than cost to dealers. Display ads in the 
form of window display cards, talkers, 
price tickets, etc., will be available to 
all dealers without charge. Whistling 
spinners, bags of marbles and balloons 
imprinted with the brand name will be 
available for merchandising of the 
brand name to the dealers. 

A complete mat service of all styles 
carried in stock is available for retail- 
ers’ local advertising. Ready-to-run 
mats in one, two and three column sizes, 
featuring the styles, will be distributed 
to dealers on request. 





Carmo Increasing Its 
Program and Dealer Helps 


Carmo Shoe Manufacturing Company 
of St. Louis, Missouri, plans to increase 
its program and dealer helps, and ad- 
vertising for special promotions. Na- 
tional and trade paper advertising will 
be continued. 





Cobblers Scheduling Full 
Page Color Ads 


Cobblers, Los Angeles, California, 
will run full-page color ads, as well as 
small space ads, in Harper’s Bazaar, 
Vogue, Good Housekeeping, Mademoi- 
selle, Glamour, Charm and Seventeen. 

Dealer helps will include free news- 
paper mat service, radio spot announce- 
ments, free counter display signs, 
mounted and easeled reprints of na- 
tional ads and promotional packages for 
tie-ins with color pages. 





Commonwealth to Launch its 
Biggest National Program 


Commonwealth Shoe & Leather Com- 
pany, Whitman, Mass., will usher in the 
biggest national advertising schedule 
ever staged by Bostonian Shoes, Mans- 
field Shoes and Bostonian Jrs., shoes 
for boys this year. The Spring and 
Summer 1949 schedule will cover some 
18 promotions featuring outstanding 
style highlights in these three complete 
specialty lines. 

The advertising schedule will have 
mass coverage concentrated in Life, 
Saturday Evening Post, Time and 
Esquire in color. 





J. M. Connell Will 
Continue Trade Ads 


J. M. Connell Shoe Company, Inc., 
South Braintree, Massachusetts, will 
continue its regular trade advertising 
program throughout 1949, and wil! pro- 
mote its latest in women’s styles, rid- 
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ing and jodhpur boots and nursing 
shoes. Several consumer publications 
will amplify the Glamour and Charm 
1948 program. Esquire, True, Argosy 
and other men’s consumer class media 
will be used. 





Conrad Confines Advertising 
To Trade Media 


Conrad Shoe Company of North Ab- 
ington, Massachusetts, will continue 
their Spring and Summer advertising 
plans about the same as they have in 
the past, which have been based on the 
idea that Conrad makes style shoes for 
“your” brand. Advertising will be con- 
fined to trade publications. 

Make-up of advertisements will fol- 
low past layouts, and will feature new 
styles as they are created. 





American Girl Plans 
Biggest Ad Year 


The American Girl Shoe Company, 
division of Consolidated National Shoe 
Corporation, Boston, Massachusetts, is 
planning a larger advertising and pro- 
motion campaign for Spring than ever 
before. American Girl Shoes will be 
featured in Life, in two separate issues, 
Ladies’ Home Journal, Glamour, Seven- 
teen and Charm. 

A newspaper promotion with all of 
their dealers will be conducted in 
March and April. Mat service and mail 
service to their accounts will be -ex- 
panded, and other promotion ideas for 
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An example of fashion advertising, 
which ties in with the name of the store, 
the reputation of the manufacturer. This 
type of appeal is frequent and effective. 






publicity are planned for a later date. 

A series of ads in BooT AND SHOE 
RECORDER is expected to start in Febru- 
ary. 





W. B. Coon Co. Will Use 
Cooperative Plan 


The W. B. Coon Company, Rochester, 
New York, changed their policy in Jan- 
uary and now cooperate with their deal- 
ers and participate in the costs of local 
newspaper advertising. In the past, the 
company had no such arrangements 
with dealers. 

Additional plans for the promotion of 
Coon shoes throughout the country in- 
clude direct mail folders, attractive win- 
dow signs and other dealer kelps. 

In addtion to its regular national 
newspaper consumer advertising cam- 
paign, the company is planning tenta- 
tively to hold another orthopedic fit- 
ting school at the Hotel Rochester, 
Rochester, New York, on February 21, 
22 and 28. According to Milton Klein, 
company official, a similar fitting school 
was held at the Palmer House in Chi- 
cago last October, and it was the unani- 
mous opinion of all those who attended 
that it was an excellent means to se- 
cure additional orthopedic knowledge of 
lasts, corrections, etc. 





B. A. Corbin Will 
Expand Ad Schedule 


B. A. Corbin & Son Co., Marlborough, 
Mass., plans an expanded national ad- 
vertising schedule for 1949. Advertise- 
ments will appear in Spring and Fall 
in Seventeen, Calling All Girls and 
Glamour. Tie-in material will be fur- 
nished to dealers. 





Craddock-Terry Shoe 
Corporation 


Spring and Summer advertising 
plans of Craddock-Terry Shoe Corpo- 
ration, Lynchburg, Va., will be in line 
with its policy of consistent consumer 
promotions in national periodicals 
coupled with dealer newspaper ads and 
point-of-sale promotions directly tying 
in with the national campaigns. High- 
lighting the advertising activities of 
the various divisions are: 


American Gentieman Division 


The advertising program for the 
Spring follows a consistent promotional 
pattern in The Saturday Evening Post 
and Esquire, with special newspaper 
mats and sales aids affording dealers the 
opportunity to capitalize on the proven 
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How Prestige Advertising 
Sells Style Merchandise 
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tile shoes and handbags were featured 
in a recent advertisement which in- 
cluded ten different shoe styles and a 
close-up photograph of matching shoe 
and bag. Early last Summer a full- 
page advertisement of “spanking 
white” shoes included spectators, san- 
dals, pumps, platforms, wedgies and 
oxfords in suede, elk-tanned calf, buck 
and kid in all heel heights. The fact 
that “the right white shoes for every 
occasion are ever available” was 
stressed. Another full-page advertise- 
ment tied casual and play shoes in with 
cosmetics for sun-tanning under a 
“You’re the Beauty on the Beach” 
theme. Seven sandals were featured. 
Last Spring a full-page advertisement 
of “pussy-willow” gray suede for dressy 
type shoes, with four styles shown, 
stressed the color and described it as 
“a warm subtle tone for a fashion sea- 
son addicted to color afoot.” 

Smaller advertisements running a 
half-page, quarter-page or a bit smaller 
are usually devoted to one type of shoe 
or fashion theme, such as the one-strap 
sandal, bronze kid and a color, such as 
midnight blue. 

Brand advertising is also important 
in the shoe promotion program with 
advertisements devoted to single name 
brands appearing in well balanced pro- 
portion to other types of advertising. 
These, too, while stressing the brand 
name, are also designed from the fash- 
ion standpoint and stress style features. 


—_— 


Shoe Selling Course 
Offered by CCNY 


NEw YorK—‘Shoe Selling and Mer- 
chandising,” a new, intensive course 
covering every detail of each shoe op- 
eration, will be offered during the 1949 
Spring Term beginning February 14, by 
the City College Intensive Business 
Training Program, 430 West 50th 
Street, New York City. 

The new program is divided into 
four broad categories of instruction. 
The “Fitting Course for Shoes” will 
provide shoe men with the necessary 
background, information and skill to 
enable them to fit shoes properly. “Shoe 
Merchandising” will cover the principles 
and techniques of effective shoe mer- 
chandising through demonstration and 
solution of practical problems. The 
tested methods used in modern retail 
shops will be covered in “Shoe Selling.” 
“Shoe Construction and Tanning” will 
deal with the tanning, pretanning, and 
finishing processes used in making 
various leathers; and the fundamentals 
of shoe last construction and design. 
The 50th Street Program is offered in 
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in-stock department. 





YOU CAN EXPECT STEADY PROFITS WITH 


PRIMA 


DANCE FOOTWEAR 


The only line with Parent's seal of approval! 
Here’s the shoes that practically walk out of your store by 
themselves. They’re your “bread-and-butter” styles that 
are the same year after year. Never a mark-down needed 
with these steady sellers—and for a traffic builder, there’s 
none better! They offer a minimum investment with 
satisfactory profit, due to our large 
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World's largest 
dance footwear 
manufacturer 
and 
distributor! 





ACROBALLET SANDAL 












ADVANCED PLEATED-TOE BALLET 











Soft toe ballet in tlack or white colt, unlined, 
with soft non-skid pearl split sole. Style 10, 
$1.90. Style 10X, same as Style 10 with lighter 
weight construction, and packed in kraft en- 
velopes instead of boxes, $1.80. Style 12, same 
as Style 10 only lined, $2.15. Fuli sole student 








Soft, split elk sandal in 
fawn, black, white, red or 
green suede. Style 1, 
$ .75. Style 8C, same as 
Style 1 with6-iron natural 
crepe rubber sole, $1.25. 


ballet (not illustrated) in black or white colt, 
unlined, with soft non-skid pearl split sole. 
Style 11, $1.90. Style 11X, same as Style 11 
with lighter weight construction, and packed 
in kraft envelopes instead of boxes, $1.80. 
Sizes small 8 to large 3 furnished with %* 
elastic goring across instep at no extra charge. 














THEO TAP TIE 





Theo tap tie with improved “Feather-flex” 
construction, Prima over-the-toe, profes- 
sional-type “Master taps” included, un- 
| attached. In black patent or white leather. 
Style 17—Child’s, 512/12, M width, $2.50. 
Misses’, 1242/3, A & C widths, $2.75. 
Girl's, 32/9, AA & B widths, $3.00. 








Write 


for our new, FREE 
catalog of PRIMA 
dance footwear! 


HANDMADE 





HARD TOE BALLET 





PRIMA, Ine. 


705 Ann Street 
Columbus 6, Ohio 


18, $4.00. 








Hard toe ballet in pink satin, with new “Feather- 
flex” construction; no breaking in required. Style 


HAND-LASTED 


There is a service charge of 15c per pair on orders for less than 12 
pairs of a style. Terms—net 30 days. 








addition to the Shoes and Leather Ac- 
cessories course given at the 23rd Street 
Commerce Center of the Evening and 
Extension Division. This course is de- 
signed not only for those in the shoe 
industry but also for leather goods 
dealers. The construction, care, mer- 
chandising techniques, and government 
regulations on all types of leather ac- 
cessories such as gloves, luggage and 
handbags, are an integral part of the 
23rd Street course. 

Both courses have the endorsement 
and cooperation of the National Shoe 


Institute, the Tanners’ Council of Amer- 
ica, and the Shoe Retailers’ League. 

Seymour Helfant, owner of the Del 
Fant Shoe Shop; and Robert Woden, 
shoe buyer, Franklin Simon & Co., will 
instruct the new course. Mr. Helfant 
will continue to teach the 23rd Street 
course. 

Further information on both courses 
may be obtained by writing to the 
Supervisor of Admissions, City College 
Midtown Business Center, 430 West 
50th Street, New York, or telephoning 
Columbus 5-2452. 
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merchandising value of these period- 
icals for American Gentleman shoes. 
Full color will be employed in Esquire, 
with half pages being used in the Post. 


Metropolitan Shoe Company 


The Metropolitan Shoe Company has 
again selected Seventeen to carry the 
Ki-Yaks story to the teen-age market 
with color ads beginning in the Feb- 
ruary issue. Each ad in Seventeen is 
adapted for local newspaper use as 
part of the dealer mat service. Coopera- 
tive point-of-sale aids are available as 
usual, and give the Ki-Yaks dealers 
ample material to merchandise and cap- 
italize on national promotion. 

National advertising plans for Fash- 
ion Craft shoes and Fashion Craft Cas- 
uals, will include a colorful campaign 
beginning in the March issue of Seven- 
teen, and will be supported by dealer 
newspaper ads, displays, counter signs 
and other sales aids, giving dealers full 
opportunity to tie in with magazine ad- 
vertising. 


Miracle-Tread Division 


lans for Spring advertising follow 
very closely the successful pattern of 
recent seasons’ campaigns, with a full- 
color presentation in the pre-Easter 
issue of Glamour, continued promotions 
in the Ladies’ Home Journal to reach 
the broad market for Miracle-Tread 
shoes, and, as with Craddock-Terry’s 
other divisions, localized newspaper ad- 
dertisements, displays, direct mail and 
other sales aids giving dealers full op- 
portunity to tie in with the magazine 
advertising. 


Natural Bridge Shoemakers 


Continued representation in Vogue, 
Mademoiselle and Good Housekeeping 
featuring Natural Bridge shoes. Be- 
ginning with the February issue of 
Good Housekeeping, where the adver- 
tisement emphasizes a platform tie, a 
well-rounded campaign will build to a 
full-color promotion in the April issue 
of Vogue, followed by a play on late 
Spring and Summer merchandise in 
the May issue of Mademoiselle. 


Curtis Will Concentrate 
On Dealer Helps 


Curtis Shoe Company, Inc., Marl- 
boro, Mass., will have a complete line 
of mats for newspaper advertising for 
all styles carried, as well as many pre- 
pared newspaper advertisements, pre- 
pared radio transcription and records 
and many other dealer helps. Frederic 
I. Barlow, vice-president, says, “We are 
very conscious of our obligations to our 
retailers to furnish them with point of 
sale material to help them promote 
store traffic. 
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Again, the name of the manufacturer is 
identified with his product, a powerful 


appeal when it comes to promoting high 
fashion merchandise. 








The company also reports that the 
amount of national advertising and 
trade paper advertising will continue 
at the same rate as in the past. Serious 
consideration is being given to increase 
their national advertising campaign. 

Dealers are also being furnished free 
of charge a mounted window card of 
all the company’s four-colored adver- 
tisements before they appear in na- 
tional and trade periodicals. 


Air-O-Magic Featuring 
Three Display Pieces 

Marion Shoe Division, Daly Brothers 
Shoe Company, Marion, Indiana, is pro- 
viding three display pieces to retailers. 
A central display holding three pairs of 
shoes is built around the three-dimen- 
sional “Air-O-Magic Man Lying in a 
Shoe.” A framed window panel is also 
built around the Air-O-Magic trade- 
mark. And a small plate-glass display 
of the Air-O-Magic trademark is avail- 
able for counter use to supplement the 
retailer’s point-of-sale advertising. 

National advertising is centered 
around four-color full-page advertise- 
ments plus full-page monthly trade 
magazine advertisements. All advertis- 
ing is backed up by a complete mat 
service for local newspaper advertising. 
The advertising theme for Spring 1949 
will continue to be “There’s Magic in 
Air-O-Magic.” 


Desco Will Embark on 
Concentrated Program 


Desco Shoe Corporation, Long Island 
City, N. Y., plans to play an ever-in- 
creasing part in the nation’s volume 
market in casual shoes, and will embark 
on a concentrated advertising and mer- 
chandising program on the following 
lines: Darlin’s by Rex (division of 
Desco) to retail at $2.95 in Norzon or 
fabric; Heavenly Shoes by Desco to re- 
tail at $3.95 and $4.95, with a few dressy 
wedges at $5.95; and a new casual, tem- 


porarily to be designated as DWC to 
identlfy Desco’s wide casuals, will be 
promoted in full and half sizes, 4-11, 
and medium, wide and _ extra-wide 
widths. It is planned that DWC’s will 
shortly be available to Desco dealers or 
an in-sock basis. 

The trade theme to be plugged in the 
trade press with full pages and double 
spreads on an every-issue basis will be 
“The right shoes, for the right price, 
at the right time.” 

National advertising, so far scheduled 
only for Spring promotions of nine 
casuals, will appear in March April, and 
May in Calling All Girls, Seventeen, 
Harper’s Bazaar and Mademoiselle. 

Dealer helps will consist of a regular 
mat service, plus national ad display 
cards and a special tie-in mat service 
to assist dealers in capitalizing on na- 
tional advertising with a minimum of 
dealer expense. 


W. L. Douglas to Use 
Vigorous Promotion 


R. H. Harris, advertising manager of 
the W. L. Douglas Shoe Company, 
Brockton, Massachusetts, says, in an- 
nouncing his company’s Spring adver- 
tising schedule, “Realizing that compe- 
tition in the shoe industry today is 
keener than ever before, and that to 
maintain a proper sales ratio, it is nec- 
essary to promote one’s product with 
increased vigor, officials of the W. L. 
Douglas Shoe Company have announced 
a much heavier and forceful advertising 
schedule for Spring, 1949.” 

A colorful catalog will be provided 
the dealers for the Spring season. There 
will be a substantial trade magazine 
schedule as well as direct mail and news- 
paper advertising to round out a well- 
coordinated, powerful merchandising 
and sales program. 


Four Cardinal Points Key 
Irving Drew Promotion 


The Spring 1949 advertising program 
for Drew Shoes by the Irving Drew 
Corporation, Lancaster, Ohio, is built 
around merchandising the four cardinal 
points of promotion: ‘window display, 
newspaper, direct mail and radio. The 
use of the original mini-display cards 
for window trimming will be continued. 
Newspaper promotion will feature 
Drew’s best stock shoe for each month’s 
selling. New ads will feature the in- 
troduction of Drew’s new concealed 
platform casual made over ankle-fit 
lasts with all the orthopedic features. 
All newspaper mats tie in with na- 
tional advertising. 

New consumer folders have been pre- 
pared of lightweight, spread-type de- 
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set the longest run for your money... buy shoes with the longer wearing 


AVONITE SOLES 


not on all shoes... just the best ones 


AVONITE is the tough, firm, lightweight sole material that 
far outwears the best leather. AVONITE is smart and 
comfortable . . . ideal for the whole family to walk on. 


Water-proof, weather-proof, AVONITE Soles protect foot 
and body health. They keep the shoes in shape and retain 
the new shoe look. They are non-marking and light in weight. 


AVONITE Soles are flexible, need no breaking in. . . just 
naturally comfortable. You can dance on them, play on them 
work on them . . . the perfect soles for all your shoes. So 
when buying shoes, look at the sole before you decide... 
the solemark AVONITE is your guarantee of quality and 
good value. 
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a - 2 es This National Advertising will pay off for you 
of Kuality se when you let people know that you have shoes 


with the longer-wearing Avonite Soles that are 


not on all shoes, just the best ones. 


AVON SOLE COMPANY « Avon, Massachusetts 


PIONEERS OF QUALITY AND SPECIALISTS IN THE PRODUCTION OF FINE SOLE MATERIALS FOR THIRTY-SEVEN YEARS 
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Shoe Promotion Plans for Spring 


sign. Spot radio will tie in with the 
advertising program. 

Consistent advertising in Ladies’ 
Home Journal and Vogue featuring the 
theme “stop being a shoe-dangler” will 
be coupled with the cooperative adver- 
tising program on a fifty-fifty basis. 

The Dr. Hiss Balanced Shoes adver- 
tising for Spring places continued em- 
phasis on cooperative newspaper adver- 
tising tied in with an attractive, new 
consumer folder which features all in- 
stock patterns with special attention to 
Summer whites. The whole program of 
newspaper, radio and display is based 
on Drew’s “clinic tested for comfort” 
and “approved by America’s greatest 
foot clinic” themes. 


Endicott-Johnson Corporation 
To Use Color 


Endicott-Johnson Corporation of 
Endicott, N. Y., plans to continue the 
use of full and half-page insertions in 
color in leading national magazines for 
the Spring for their Johnsonian line. 
Their Spring-Summer promotion has 
been divided into a Pre-Easter and a 
Summer selling effort, and dealers will 
be supplied with complete merchandis- 
ing kits to support the national cam- 
paign. 


Fashion-Bilt Will Add 
Woman's Magazine 


Fashion-Bilt Shoe Company, Pontiac, 
Illinois, will continue their advertising 
program with Good Housekeeping, and, 
in addition, the Ladies’ Home Journal 
will carry advertising on their Spring 
and Summer shoes. BooT AND SHOE 
RECORDER will be used for trade adver- 
tising. 

Department stores that promote 
Fashion-Bilt shoes in the various cities 
throughout the country have already 
worked out a program of newspaper ad- 
vertising for Spring. Various display 
cards, newspaper mats, layouts and 
other dealer helps are also being pre- 
pared. 


Florsheim Will Use 
Concentrated Promotion 


The Florsheim Shoe Company, Chi- 
cago, Illinois, state that their sales pro- 
motion effort will be concentrated at a 
time when they believe their dealers can 
distribute a maximum number of shoes. 

The company contemplates backing 
dealers with the same type of magazine, 
newspaper and general publicity fol- 
lowed during the past few years. 
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Freeman Ads Will Be 
Fired Broadside 


“Make all media work harder for 
Freeman dealers” is the 1949 promo- 
tional campaign for the Freeman Shoe 
Corporation of Beloit, Wis. National 
advertising will include eight ads to be 
“fired broadside” in the Saturday Eve- 
ning Post, eight ads in Time, eight ads 
in The .New Yorker and eight ads in 
Esquire. Trade announcements will ap- 
pear in the BooT AND SHOE RECORDER. 

Collateral advertising materials will 
include a special advance portfolio of 
newspaper mats, direct mail items and 
billboard posters and window cards for 
Southern dealers. A complete advertis- 
ing service book and catalog will go to 
all dealers late in February. The dealer 
service program will include treed win- 
dow samples, stationery, packaged 
laces, book matches, shoe horns, neon 
window signs and exterior neon signs. 
A special service on store layout and 
design is offered to Freeman dealers 
who are planning to build or remodel. 

A new Freeman factory unit in 
Brodhead, Wis., is now in full operation 
and will help to insure adequate sup- 
plies of Freeman shoes for “immediate 
in-stock service. 





General Shoe Corperation 
Acrobat Shoe Company 


Acrobat advertising for Spring 1949 
will include a schedule of full color ads 
in Vogue and Parents’ magazines. Ads 
will also be run on a cooperative basis 
with dealers in daily newspapers. There 
will be a schedule of trade paper ads. 

Acrobat advertising for Spring will 
feature the movie star mother theme 
with Maureen O’Sullivan and her four 
children spot-lighted in the national 
ads. Some of the ads will feature the 
Acrobat Bonded Sole guaranteed to 
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A reputation for quality, inherent in the 
name of the manufacturer, is used to 
identify these men's shoes. 


wear for three full months or a new 
pair free. 

Acrobat advertising for Spring also 
includes an assortment of window dis- 
play material. 


Bellwood Shoe Company 


Bellwood Shoe Company’s Valentines 
will be backed this Spring by a series 
of three black and white, full-page ads 
based on each of three different promo- 
tions, according to George Hill, adver- 
tising manager of the women’s and 
children’s division of General Shoe 
Corporation, Nashville. 

Little Heels will be the theme of the 
January advertising; Whimsical Straps 
will be featured in February; and open 
shoes “with a closed look” are sched- 
uled for the spotlight in March. All ads 
will appear in Vogue. 

Both the promotion and the advertis- 
ing points to Valentines as an all-en- 
compassing line with the famous Leve- 
last construction developed to give toe 
room in high fashion shoes. Advertis- 
ing techniques developed for Vogue is 
the employment of fashion photographs 
against illustrations of Valentines 
models. Displays, mats, and mat books 
are included in a full line-up of dealer 
helps accompanying the campaign. 

Complete styling in the Valentines 
line includes medium and low wedges, 
flats, cubans, classic walking shoes, ties. 
high classics, treated patterns, spikes, 
wrap-arounds, ankle straps, various 
width platforms and new heel designs. 


Cadillac Shoes for Men 


Cadillac shoes for men will go into 
their third season this Spring as a 
nationally advertised brand, and again 
will be featured in ads in Look and 
Esquire. The campaign runs from 
March 15 to June 7. Three style pro- 
motions will be featured in the ads— 
Clicker, Hand-Woven Styles and Cool- 
vent. 

Cadillac’s display package includes 
three colorful, three-dimensional panels 
with wood cut-out letters. 

Dealers will be supplied with matted 
newspaper ads, window cards, price 
tickets and a Spring shoe catalog. 


Cedar-Crest Service Shoes 


Magazine advertising for the Cedar- 
Crest Shoe Company’s line of service 
shoes for Spring will include ads in 
Successful Farming in addition to ads 
in Southern Agriculturist and Farm 
and Ranch, the two farm publications 
in which Cedar-Crest ads have hereto- 
fore appeared. “Corp-Spring” cushion 
insole and “Genuine Horsehide” will be 
promoted in two of the series of ads in 
the three magazines, and another ad to 
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The Buyer’s Market Is Here 


[CONTINUED FROM PAGE 62] 


people and always offering the best in value, style and 
comfort. 

If you do little newspaper or radio advertising, your 
windows are your chief point-of-contact with your customers. 
Your window display can bring the customer into the store 
or send him down the street to another shop. Draw upon 
your experience. Use your imagination and your showman- 
ship. Make the public anxious to come into the store to try 
on the merchandise that so attracted them in the windows. 
Don’t be afraid to do something different. Don’t follow the 
leader—be the leader. 

Within the store itself try placing accessory items in 
other locations. This type of merchandise will virtually sell 
itself if properly placed and arranged. Too often these high- 
profit items are hidden under counters or in a back stock- 
room and have to be dragged out to be shown. In every 
major department store, merchandise departments, as well 
as specific items within the departments, are placed in the 
most salable spots, on the basis of past experience and 
scientific surveys. How many times have you picked up a 
stick or two of chewing gum from the counter instead of the 
penny or two in change? Do you know why you did this? 
Because the gum was there for you to pick up on impulse. 
You can do the same thing with polish, laces, brushes, 
hosiery, handbags, etc. There should be no need to sell this 
merchandise. These are perfect “impulse-sales” items. 

Finally, consider carefully the advisability of promotions 
and promotional items. During the past Christmas season, 
although business was off in all retail stores, the shops with 
genuine bargains had difficulty in handling the crowds. 

The next few months will test the mettle of every shoe 
retailer. Those who will draw on their experience, know- 
how, imagination and daring, who buy wisely and carefully, 
who advertise, promote and attract customers into the 
stores, who keep their sales people informed and alert, will 
find that they have adjusted their operations to the new 
conditions with little or no loss in volume or profit. 





Potter’s “Grow-Fit’” Department Helps 
Feet to Grow Fit 


“We think we have at last developed a method for taking 
care of children’s feet.” said Edward C. Orr, of Potter’s 
Shoe Store, Cincinnati, Ohio. “The children’s depart- 
ment.” he continued, “is a distinct department which 
we call Grow-Fit. The name suggests what we are trying 
to do.” 

Mr. Orr explained that through the use of a ramp, an 
X-ray, and a supervisor, they were able to get a more 
accurate fitting; and through the use of a personalized 
card system, to keep check on all children whom they fit. 

The ramp. as Fred Konnersman, assistant treasurer, ex- 
plained, is simply a raised platform with steps at each 
end. By watching carefully the child ascending the ramp 
and standing on the eye-level platform, the supervisor is 
able to see how the child walks in the new shoes, and to 
check for fitting, for tread and for body posture. The 
mother can observe all these, too. After this process is 
completed, the child walks down the steps at the other 
end of the ramp for the X-ray for the final fitting check. 

The personal card checking system is no mere device for 
increasing sales, but rather a means of really helping 
children’s feet to grow fit. Each individual fitting records 
on the card the following in order: the child’s name, his 

[TURN TO PAGE 91, PLEASE} 


Boot and Shoe Recorder 








Review ofl A R&A lx 


CLOSED SILHOUETTE 
FEATURED IN MIAMI 


MiMi shops have blossomed forth 
with new styles, shoes to be worn 
here now and in the North next 
Summer. It is quite definitely a 
closed silhouette that is being high- 
lighted. Emphasis is on instep strap 
accent. Low scalloped vamps are in 
the picture. Tapered heels are back. 

As a substitute for the open toe, 
heel and vamp of the past season 
there is much in the way of mass 
perforations for coolness. Perfora- 
tions are of many sizes and shapes. 

But it is color that is the highlight 
ot the season. Every merchant ap- 
pears to have a special color chart 
and they are offered under the most 
intriguing names. Among them are: 
Sun Copper, a shade sometimes re- 
ferred to as a “new minted penny”; 
sapphire blue, bamboo, moss grey, 
purple iris, royal blue, emerald green, 
rose. Vegetables and fruits are sug- 
gested in lemon yellow; tomato red; 
Avocado green. Even regulation white 
and black are designated as Deep 
Black and Gardenia White. 

Color combinations are most excit- 
ing. Delman is offering a_ softly 
draped calfskin in such combinations 
as yellow and rose, red and royal, 
white and blue, white and green or 
white and red, black and balenciaga, 
green or yellow. 

Satin is much in evidence for after- 
noon or evening shoes. Again the 
color range is wide. One store is 
offering such exotic shades as Cat’s 
eye, porcelain blue, cerise. ginger and 
many other tones. 

So far early selling has been active 
in suede. Quite a lot of soft calf is 
moving. and there is some interest in 
linen, which may be dyed te match 
the costume. 

One of the new shoes which does 
not carry the covered up look but 
which has had a nice acceptance was 
introduced at Richards. This has been 
named “Illusion” because it has only 
the illusion of a toe. It comes in sev- 
eral colors in suede. 

At the I. Miller salon. Miami Beach. 
there is a classic two-tone spectator 
pump, but the model is brought up 
to date with a deep V-throat. This is 
featured in the usual combinations of 
brown or black and white, or in solid 
colors. 


Some reptile is in the picture, but 
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not to the same extent as it was some 
time ago. Some of the skins have 
been dyed to conform to the present 
demand for color. 

Buttons are important. They are 
used not only to fasten a strap but to 
add a touch of contrast. Such com- 
binations as brown suede with brown 
satin buttons; white suede with multi- 
color kid buttons; purple cobra and 
white kid buttons; brown suede and 
fire copper cobra buttons are new 
and different. 


+ + 


SALES DOMINATE 
CHICAGO MARKET 
CLEARANCE sales dominated retail 


shoe selling during most of January 
in the Chicago area. In contrast to the 
December lull in business, shoe de- 
partménts and shoe stores were 
crowded and sales rung up were 
plentiful. Clearance sales were staged 
in all price ranges from the lowest 
end chains up through the top price 
salons. 

Many multiple sales were a result 
on the part of individual customers, 
since real reductions on regular mer- 
chandise were offered. Prices were cut 
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Two styles for resorters were shown 
in this interesting fashion by O'Con- 
nor & Goldberg, in Chicago. 


to half the regular selling price in 
many of the stores and some were of- 
fered as low as $2 and $3 a pair in 
some of the chains. Slippers and play 
shoes appeared on bargain counters 
in several of the first “dollar day” 
sales staged in years. Stores selling in 
the medium to better price ranges re- 
port that shoes reduced to the $8, $9 
and $10 range sold the best and were 
the ones to move right out of the store. 
Shoes reduced below that figure did 
not move particularly well and “re- 
duced” shoes in any higher brackets 
were in only moderate demand. Some 
of the top salons did well selling 
higher priced shoes for from $12 to 
$15. For the most part customers 
wanted only the more conservative 
type of shoes and shied away from 
novelties or styles that had failed to 
move during the past season. 

The sales .elped materially to re- 
duce inventories, which in some stores 
were higher than they had been in a 
number of years. Most retailers ex- 
pect a Spring buying spurt to start 
about March Ist and to continue on 
through June Ist. None was pessi- 
mistic about the first six months of 
1949, but most have accepted the fact 
that business will be concentrated in 
lower price brackets. Several pointed 
out that they expect to sell more shoes 
this Spring than they did last Fall, 
but that they will all be in lower price 
brackets. Casuals are acknowledged 
still to be a decisive factor in the re- 
tail picture. Some expect an even 
larger percentage of sales to be rung 
up in this category than was the case 
last Summer and Fall. 

Most buying done during recent 
weeks has been by bargain hunters. 
However, resort shoes have received 
considerable emphasis and promotion 
and are selling to a degree. Whites 
and brown and white combinations 
are good, as are colored suedes in 
pastels and very bright colors. Fig- 
ured fabrics and multicolors in ex- 
treme styles are well received in high 
style quarters. 


DETROIT VOLUME UNDER 
LAST YEAR'S 


THE underlying pessimistic trend 
which has characterized the Detroit 
shoe market for the past three months 
continued over the year-end, despite 
some interesting counter-indications. 
Shoe volume in pairage was generally 
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reported at close to ten per cent under 
a year ago, and actual volume was 
generally down slightly more. The 
latter condition was, in part at least, 
attributed to an almost invisible sale 
of rubber goods this season, because 
of weather conditions that have given 
Detroit only a few days of snow so 
far this Winter, in marked contrast 
to heavy and early snowfalls last year. 
This has affected the total of shoe 
store sales considerably as a natural 
result, with dealers commonly figuring 
that they are likely to have to hold 
their rubber goods stock for another 
season. 





Actual increases for early January, 
compared with December, were re- 
ported from several stores, particu- 
larly in the fashion field. One strange 
reason for this trend was in the re- 
newed attention to shoes, in absence 
ot “galosh weather,” suggesting extra 
pair purchases for the Winter ward- 
robe, beyond normal planning, ac- 


cording to one shrewd retailer’s 
guess. 
With store inventories generally 


heavier than they have been in the 
past three or four years by a consid- 
erable margin, plenty of local retail- 
ers have been worried about the turn- 
over ratio of inventory to sales, but 
available reports suggest that condi- 
tions are close to prewar “normal.” 

One special problem has plagued 
some merchants, however, in over- 
stocks on particular items—usually 
specialty stock rather than staple 
lines, it appears. An insistence upon 
classification buying, using a system 
of selective purchasing to spread 
wholesale purchases over the existing 
stock with careful regard to each 
store’s individual needs was, typi- 
cally, strongly urged at an informal 
gathering of retailers by Milan F. 
Stonebreaker of Crowley’s, who re- 
iterated the theme, “Put your strength 
where it is needed.” 

January sales were not too prom- 
inent in most merchandising plans 
during the past month—in comparison 
with prewar years at least. The 
average merchant appeared to feel 
that he would like to get along with- 
out sales if possible, but in most cases 
was not planning to do so himself, for 
one of several reasons: 
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The pump, in two young versions, 
was featured for the high style 
customer by Jay Thorpe, New York. 





1. His competitor might start a sale 
first. 

2. His customers expected a sale. 

3. He didn’t want the risk of carry- 
ing over an excessive inventory of 
particular slow-moving merchan- 
dise. 

The result appears to be that sales, 
as far as most sizable retailers are 
concerned, are confined to items that 
are definitely slow moving, unseason- 
al, or otherwise something marked for 
speedy disposition. On standard mer- 
chandise, there is a strong sentiment 
that consistent sales policy would 
only establish the habit of “waiting 
for a sale” in good regular customers. 

e & & 


SPRING NAVY STRONG 
IN NEW YORK 
CONTINUING sales and other busi- 


ness scattered among Winter shoes, 
resort, evening and rubber footwear, 
have precluded the development of 
any marked trends in New York stores 
these past weeks. Every indication 
points to a strong Spring navy season. 
This color is selling right now and is 
expected to carry right through to 
Easter. Patent leather will be pushed 
by some high style stores which are 
featuring opened-up designs in this 
leather and white piping to give a 
fresh, Spring-like look. The shell 
silhouette, selling well all through the 
Winter, is coming in very strongly in 
early Spring stocks. It is expected to 
sell well in both pumps and sandals, 
on both high and low heels. 

Current Southern resort business 
points to interest in multicolors and 
some white. The general opinion is 
that spectator types, white with color, 
sell best when they are given some 


new treatment. The shell silhouette 
also is boosting business in spectator 
pumps with classic tip and foxing. 
These shoes are wanted now on 17/8 
and 13/8 heels more than on 18/8 and 
21/8, according to one leading style 
merchant. 

Children’s departments report good 
business in rubber footwear the past 
few weeks. One children’s buyer notes 
a great deal of interest in warmly 
lined boots with shearling collars. He 
bought this type in all sizes from very 
small on up and sold out his large 
stock. In rubber boots he reported 
white and red the most popular colors 
for girls. He also found a strong de- 
mand for slippers for infants in a soft 
lined genuine moccasin. In looking 
toward Spring children’s buyers ex- 
pect navy blue to be important for all 
ages. Patent leather is slated, as usual, 
to sell very well. Most buyers are ex- 
pecting business in red for children 
and girls. One buyer for a large de- 
partment is also counting on green to 
bring in some business—dressy green 
suede shoes before Easter and green 
calf after that date. 

* * * 


ST. LOUIS CLEARANCES 
BRING BIG RESPONSE 


THE St. Louis consumer may be slow 
to indulge when it comes to buying 
an extra pair of shoes, but not if 
there’s a bargain involved. At least, 
the buying habits of both women and 
men during the January clearance sale 





period indicate such a reaction. Both 
dollars and units reflected a response 
in proportion to the savings involved. 
This was especially true in clearances 
of higher priced branded women’s 
footwear where price cuts ranged in 
some instances from a third to 50 per 
cent. Some buyers have said that the 
business done in the upper brackets 
was “comfortably ahead” of similar 
promotions of a year ago. 

But reductions of 20 to 25 per cent 
in women’s high style shoes also drew 
the crowds with several of the better 
known downtown departments report- 
ing “better than anticipated” results. 
As was true last Fall, and as is an- 
ticipated for early Spring, the top 
seller appeared to be the opera pump. 
The increased traffic in women’s de- 
partments, buyers said, had done 
more, however, than just reduce stocks 
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Note: Cements made from natural latex are com- 
Be Be Bond patible with natural solvent cements — Synthetic 


latex cements are compatible with synthétic 


Be Be Tex Cemen ts solvent cements. 


e Want information about MORE shoemaking 
Products of BB Chemical Co. cements? ... you'll find it in a concise 8-page 


guide titled “U/C ADHESIVES.” Ask your 
United sales representative for the latest copy. 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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_ FOUR 
Tailored-to-the Job © 


CEMENTS 


for Slip Lasting 






These cements are designed to help you in slip lasting 


operations . . . first, by providing the cement characteristics 
necessary to do a specific job . . . second, by fitting into your 
work schedule. 


Be Be Bond 542 (SOLVENT type). A popular general use cement for 
covers, platforms and sock linings. Applied by hand. Crude rubber base. 


Be Be Tex 888H (LATEX type). Cover cementing. A fast drying cement 
with exceptionally strong bond, long week-end tack and good layout. May 
be applied by hand, machine or spray. Natural latex base. 


Be Be Bond S-759 (SOLVENT type). Provides a week-end tack and a 
strong bond . . . for covers, platforms and sock linings. Hand or machine 
application. Synthetic rubber base. 


Be Be Tex 7788 (LATEX type). This cemenc with overnight tack is a 
fast drying cement with a good bond. Use it on sock linings, platform covers 
and inner or ovter platform surfaces. Spray, hand or machine application. 
Synthetic latex base. 
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and build up January volume. It had 
stimulated interest in both Spring and 
Summer - merchandise and helped to 
promote purchases among women de- 
parting for Winter vacations in the 
South. Interest in Summer shoes, of 
course, stemmed from women going 
South, who could use resort wear for 
the Summer months. 

In men’s departments there was a 
parallel in the buying during January 
to that found in women’s. The sales 
that got the best response were where 
the reductions were greatest, notably 
in top branded lines, where the male 
consumer’s savings amounted to from 
four to seven dollars. The consensus 
of the shoe retailers here, as a result 
of the success of their January pro- 
motions, is that there still is a strong 





demand for footwear, which can be 
successfully tapped throughout the 
new year if prices can be downgraded 


to meet it. 
e.8: e 


OPERA PUMP LEADS 
IN BALTIMORE 


Timi duict, lndyltke black suede all- 
closed opera pump was called the 
Number 1 seller for this season in 
Baltimore. This was typical not only 
of the moderate priced footwear but 
also of the more expensive brands. 
One buyer of a specialty shop handling 
shoes from $12.95 to $26.95, stated he 
found his trade calling persistently 
for this style. 

While one shoe buyer said that busi- 
ness was bad for December another 
in a store catering to the high style 
element commented: “Business has 
been better than 1947—from 10 to 15 
per cent above that of last year.” 

In this same store, casuals went 
very well but no new brands were 
stocked. In the Southern Section of 
this high style store, the spokesman 
said, “We have cruise wear shoes with 
high heels, closed toe, closed back, 
ankle-strap platforms in white silk 
shantung, lavender, green, yellow and 
brown. 

“We did a nice cruise-wear busi- 
ness for December. I'd say it was 
from 25 to 30 per cent over 1947. 

“I think the outlook for Spring is 
very good for 1949. We expect a good 
season for open toes and open back 
platform pumps and ankle straps in 
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black suede and blue suede.” 

One department store buyer said: 
“We are stocking snakeskin for the 
first quarter of this year in red and 
brown, but are closing out our alliga- 
tors at $13.99 and not restocking for 
awhile.” 

+ * * 

LIGHT RUBBER SALES CUT 

DOLLAR VOLUME IN BOSTON 


Witx some few exceptions, the retail 
shoe business in Boston and its sub- 
urbs is expected to end the month of 
January with a small dollar decrease 
from last year’s figures. Contributing 
to this decrease are several minor and 
one major factor. January sales have 
not been quite so successful as those 
in 1948, although nearly so. Several 
stores are now carrying lower priced 
lines than last year, which accounts 
for a further decrease in dollar vol- 
ume even though pairage has held up 
well. Furthermore, there has been a 
higher percentage of walk-outs because 
broken sizes and styles which sales 
were designed to dispose of have led 
to inability to meet the requirements 
of the customer. The big factor in the 
month’s decrease, however, has been 
the unseasonably snow-less period 
since the holidays which has effectual- 
ly put an end to the demand for pro- 
tective footwear—rubbers, overshoes 
and boots. These have been for many 
years the profit-standbys of the mer- 
chant during the otherwise normally 
quiet months of January and Feb- 
ruary. 

The few stores which have reported 
gains over the corresponding period 
of last year, without exception, are 
those which cleaned their stocks late 
last Fall of all miscellaneous lines 
added during the war and immediate 
postwar period and restocked on the 
lines on which their businesses had 
originally been built. 








lilusion.- 
\ \ prectically me shes ot oll-and yor- 
F. the loveliest shoe you've ever seen... 











Hess of Baltimore offered The “lilu- 
sion"—practically no shoe at all, for 
very dress-up occasions. 





In most stores January markdowns 
have been large even though inven- 
tories are reported as being not so 
heavy as was the case during the Fall 
and early weeks of the Winter. 

The Back Bay Boylston Street store 
of Kay’s-Newport has been offering 
moccasin-patterned loafers with strap 
and buckle in red and in brown for 
$5.90. In dress shoes the sale includes 
a wide assortment of black and brown 
smooth leather pumps and black suede 
pumps, some with open toes and heels, 
others with closed toes and heels, for 
$8.95. Black suede ankle straps were 
offered at $9.90 as were similar pat- 
terns in red smooth leather. Other 
styles at the same price included spat 
shoes with Baby Louis and full Louis 
heels in brown and in a combination 
of gray and black. Other sale shoes 
were being sold as high as $12.90. 

With the exception of loafer types, 
selling at $4.95, the Treadeasy Store 
at 140 Boylston Street, set $7.95 and 
$8.95 as its prices for quick clearance 
of unwanted stock—pump types and 
straps in black smooth and suede sur- 
faces, with a few numbers in a com- 
bination of smooth and suede, also in 
black. 

The Stetson Shoe Shop next door 
offered tan, smooth leather pumps 
with bows at $8.65; black suede sling 
backs at $6.65; and black suede closed 
toes and heels at $10.65, advertising 
that these included shoes originally 





‘priced at $17.95. 


Barclay’s, one of the highest grade 
shoe stores in the city, reduced to $8.90 
all dress shoes formerly selling up to 
$14.95; and to $11.90 all formerly 
selling up to $22.95. Moccasin type 
loafers, some with crepe soles, sold 
for $7.95. Included in the dress styles 
offered were blue, red and brown 
pumps with Colonial buckles, and 
smooth and black suedes in various 
patterns ranging from plain pumps to 
open-toe sling backs. 

In Filene’s Little Shoe Shop, on 
Washington Street, a wide variety of 
styles has been offered from $2.99 to 
$6.95. These included black suede 
pumps with closed toe and heel; and 
ankle straps and sandal types, also in 
black suede. White sandal sling backs 
were offered at $6.00, and a fair de- 
mand was reported for gold sandals 
and sling backs at $6.95. 
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Ad Campaign 
That Sold Work Shoes 


[CONTINUED FROM PAGE 61] 


formula for selling the “sizzle” in a 
steak instead of the steak. To the adver- 
tising department of General Shoe’s 
men’s division was handed the job of 
glamorizing the “sizzle.” 

Dress shoe divisions of General Shoe 
were doing all right with their adver- 
tising and promotions. They could dra- 
matize their smart, new styles each sea- 
son with traffic-stopping window trims 
and the sparkling four-color page ads 
in the slick magazines. But the lowly 
work shoe was down-to-earth business. 

Work shoes, however, did have some 
of the same desirable utility charac- 
teristics of the swankiest of dress shoes, 
chiefly comfort and durability. And 
these features furnished the key to pro- 
motions and advertising, as was aptly 
expressed in Cedar-Crest’s slogan, “‘Ex- 
tra long wear with comfort to spare.” 

Heading six Cedar-Crest promotions 
for the advertising kick-off was the 
“Cork-Spring” style, a work shoe with 
a cushion insole. The other promotions, 
all stressing either comfort or long 
wear, or both, were, “Genuine Horse- 
hide,” “ ‘Vul-Cork’ Soles,” ‘Moulded 
Back,” “Dress Shoe Fit,” and “Safety 
Toe.” 

Dealerships were established rapidly, 
first in the South and later in the North 
and Northeast. As each dealer took on 
the new line he was furnished with an 
advertising kit complete from price tags 
to demonstrators, displayers and giant- 
size posters. He was urged to use them 
all—to trim his window, to arrange his 
displays and demonstrators so they 
would attract attention. His salesmen 
were supplied with Cedar-Crest lapel 
buttons to arouse interest and cause 
people to ask questions. 

Cedar-Crest representatives reasoned 
that after all, what the customer really 
wanted in a work shoe above everything 
else was a combination of comfort, fit 
and long wear, and if a dealer pointed 
up these features as the manufacturer’s 
advertising did, he would increase his 
work shoe volume considerably. 

To show dealers how earnestly and 
sincerely the manufacturer felt about 
its specialized selling features and to 
encourage them to do a real promotion 
job, Cedar-Crest put on a promotion 
contest last January. It was to run for 
six months with June 30 as the dead- 
line. The dealer who would do the best 
promotion job on this line would be 
given a new 1948 four-door Buick Spe- 
cial sedan as a prize. 

The simple rules of the contest were 
published in the Cedar-Crest Bulletin, 
a house publication printed to promote 
the contest. To qualify, the entrant must 
send in one or more pictures of the in- 
side of his store showing the shoe de- 
partment; photographs of at least two 
different window trims in which the 
shoes were featured; tear sheets of any 
newspaper ads on the line run by the 
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In shoe and department stores from coast-to- . 


coast . .. customers look for the Trimfoot Man. If 
your store hasn’t yet appointed a salesman to 
check Trimfoot stock and make P. M. reports, 
why don’t you ask your boss for the job? You ll 
find being a Trimfoot fittet means extra sales and 
profits for you. Your shoe sales will increase, too! 

Trimfoot Appliances offer quick foot relief... 
yet fit daintily into the smartest shoe. Write to 
Trimfoot today—let the Trimfoot Man from 
Farmington tell you how to bring bigger profits. 


APPLIANCE PRODUCTS DIVISION 


ET fea 


TRIMFOOT COMPANY - TRIMFOOT TERRACE 


dealer; written reports on all promotion 
activities initiated by the dealer to sell 
these shoes. 

Salesmen and the Bulletin plugged 
for the contest, arousing interest and 
bringing in orders for Cedar-Crests. 
The company furnished dealers with 
newspaper ads and radio spots to aid 
them with their local advertising. 

C. E. Pierce, general merchant, of 
Dalton, Ga., adjudged the winner of the 
grand prize in the promotion contest, 
received his shining new Buick on Sep- 
tember 20. He had won, according to 
the rules, by doing the best job of pro- 
moting Cedar-Crests through advertis- 





+ FARMINGTCN, MISSOURI 


ing in local newspapers, through local 
radio programs and by using the most 
effective window trims and other point- 
of-sale promotions. 

Presentation of the prize was made 
to Pierce by Advertising Manager Steve 
H. McGaw, and at the same ceremony 
in Pierce’s store, Sales Manager Guy 
Rudisill presented the company’s Geor- 
gia salesman, Rupert Boone, with a 
cash award for his part in encouraging 
and assisting Mr. Pierce throughout the 
contest. The program was broadcast 
over the Dalton radio station with other 
members of the manufacturer’s adver- 

[TURN TO PAGE 83, PLEASE] 
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RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Max “Cll tht and Markets 


Chicago 


Witx clearance sales cutting down retail inventories, 
Chicago manufacturers and wholesalers are hopeful of an 
early clarification of the future business picture. Most of 
the retailers in this area ended up the year with sales down 
and inventories up as compared with a year ago—a factor 
which has retarded placing of Spring reorders. Tardiness 
of retailers in placing orders has re-emphasized the im- 
portance of the traveling salesmen. Road trips must now 
be made much oftener and regional shows, although still 
of importance, will not be the dominant selling media for 
the coming year. 

Men’s shoe business is the hardest hit, women’s business 
has on the whole, despite some gloomy reports, stayed 
pretty close to normal (based on prewar selling figures) 
and children’s shoes are faring the best of all. Children’s 
shoe manufacturers, particularly those in the medium price 
range, are in an excellent position, and barring production 
or labor problems, should have a good year. Many of the 
top children’s shoe stores are adding lower price groups 
as are the regular family stores. Opening of shoe depart- 
ments in infants’ and children’s wear shops has also 
helped up volumes of orders. Many retailers are frank to 
admit that their children’s business has helped to tide 
them over and kept sales figures from sagging too much. 
Hence, they are ordering about as usual in this category. 

With price still an impertant point, no possible de- 
creases appear except for some slight cuts in the lower 
end shoes. With cost of materials remaining up and in 
some cases increasing, plus the ever present threat of a 
fourth round of wage increase demands, manufacturers in 
the better end see no change in prices during the first six 
months of this year. Leather shows no prospect of any 
change in price, and certainly not downward. Packing 
house heads have predicted that meat will be slightly 
smaller in supply in 1949 than it was last year, prices will 
continue high, and there will be no buyer’s market. This 
means that the hide situation will not improve either. 


St. Louis 


“THE shoe business is looking up,” manufacturers here 
assert, in confirming earlier January reports that a turn 
for the better was in the making. Orders are increasing, 
and production is stepping up. The big demand is for 
casuals as it has been all Fall and Winter, but make-up 
houses of women’s dress shoes also are coming in for their 
share of commitments. In units, over-all production of 
St. Louis manufacturers is estimated to be about equal to 
or slightly above the corresponding period a year ago. 
Some manufacturers are reliably reported to be producing 
at capacity and many during mid-January were at a 75 
per cent of capacity level and consistently moving up as 
the delayed Spring orders rolled in. 

Since the lower priced casual shoe has made such a 
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deep inroad into sales volume in the last year, however, 
the market will have to sell more units to make up the 
slack. But with the January upturn tending to rebuild 
their confidence in the future, a number of manufacturers 
now believe the outlook for the year is just as bright as 
it was a year ago. Some of this opinion, however, generates 
from manufacturers fortunate enough to have orders com- 
fortably in excess of a year ago, and from others whose 
optimism has resulted from their success in converting a 
large portion of their production to casuals. 

A reported sidelight on the current tempo of the shoe 
business is that some producers have fallen back in sales 
while others have moved up, as a result of salesmen failing 
to work their territories with the necessary gusto because 
of a defeatist attitude. Producers who reportedly suffered 
from this alleged lack of action on the part of their sales- 
men lost sales to competing firms during the pre-Christmas 
season, customarily a period when salesmen come in off 
the road. 


New England 


W ITH the exception of increased activity in shoe factories 
manufacturing casuals and play shoe types, conditions in 
the New England shoe industry remain as they have been 
for the last two or three weeks—spotty. Most of the com- 
panies engaged in making popular price casuals are op- 
erating for the time being at close to 100 per cent of 
capacity as late orders for early Spring selling come in from 
the South and Southwest. Factories making grades of 
women’s dress shoes designed to sell at around $8.95 were 
operating at about 60 to 70 per cent of capacity during the 
last week of January. 

There are exceptions to both, of course, since not all 
casual factories are busy and some women’s dress shoe 
manufacturers whose salesmen have combed their terri- 
tories intensively since the first of the year are encouraged 
by the steady flow of business being booked. Also, manu- 
facturers with adequate in-stock departments are shipping 
shoes in increasing quantities, as is at least one of New 
England’s well-established general line wholesalers. Busi- 
ness being beoked by specialty wholesalers,. however, is 
not as large as had been hoped, although improvement is 
looked for by about March 1. With the exception of the 
manufacturers of high grade men’s and women’s lines, 
there is a feeling that Spring business, when it has been 
totaled, will show an increase over that of last Fall. 


New York 


J ANUARY was the month the buyers were in town. Al- 
though we went to press before the buying was over, it 
was possible to get an idea of the buying situation. Manu- 
facturers reported that buyers were showing interest 
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@ You have four extra salesmen who will be working for you throughout the 
spring season—a salesman for each Fortune spring promotion. They will sell thousands 


of pairs of “Informals,” “Flexi-Woven” styles, ‘“Coolators” and “ Boldies,” as these pro- 
motions are featured in full page, full color Fortune ads in Collier's and Sport. These 
extra salesmen work hand in glove with your own promotions and the many promotions 


Fortune makes available to dealers ~ dynamic window displays, professionally designed 


and matted newspaper ads, direct mail pieces, everything a dealer needs to promote his 


line. For complete details on Fortune's plan for increased sales and profits, 


write Richland-Davison Shoe Co., Division General Shoe Corp., Nashville, Tenn. 
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Shoe Promotion Plans for Spring 


appear in the three publications will 
be a general one embracing six promo- 
tions. The campaign runs from March 
through May. The Cedar-Crest Radio 
Show, featuring hillbilly entertainment 
and originating at WSM, Nashville, 
Tenn., is on the air from 5.45 to 6.15 
P. M. on Saturdays. 

Dealer Aids: Window cards, giant 
posters, window streamers, identifica- 
tion signs, special Cedar-Crest wrap- 
ping paper, Cedar-Crest buttons, per- 
manent Cedar-Crest display, mounted 
national ad reprints, price tickets and 
newspaper mats are all included along 
with numerous other items for aiding 
the dealer. 


Friendly ‘Teen Shoes 


“Have fun in Bea Friendly’s Friendly 
’Teen Shoes” is the theme of a new ad- 
vertising and merchandising campaign 
being launched through full-color pages 
in Seventeen, by Edgewood Shoe Com- 
pany, division of General Shoe Corpora- 
tion. 

The campaign opens with a full-page 
advertisement in the February issue 
of Seventeen, followed by full-color 
pages for the best selling months of the 
Spring. Each advertisement will fea- 
ture shoes of various types, designed 
to show the complete shoe wardrobe for 
every occasion in a teen-age girl’s life. 
The series will continue to feature 
the company’s trade character, Bea 
Friendly, in typical, enjoyable situa- 
tions into which any reader can place 
herself. 

In addition to the full-color campaign 
in national magazines, Edgewood Shoe 
Company will give news about Frinedly 
’Teen Shoes to dealers through an ad- 
vertising schedule in Footwear News 
and Boot AND SHOE RECORDER. 

Merchandising aids to dealers are 
headed up by a complete new window 
service, which ties in each month with 
national advertising. Each month’s ser- 
vice consists of a full-color background 
blow-up mounted on attractive frame, 
six easel-type signs which carry one 
pair or two single shoes, and 12 price 
tickets. Each month’s service is co- 
ordinated through background color, 
and is flexible for use in windows or for 
departmental displays. 

Also available to dealers, is a news- 
paper mat service, supplied free of 
charge by Edgewood Shoe Company. 
Service includes prepared mats of 
complete ads as well as individual shoe 
cuts for use by dealers in making up 
their own advertisements. 


Fortune Shoes for Men 


National advertising of Fortune shoes 
for men will include full page, full 
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Democracy Works Campaign 
Display Cards Available 


The initial two-page spread, in full 
color, that will mark the opening of the 
Saturday Evening Post's national promo- 
tion, “Democracy Works Here," will 
appear in the February 19th issue of 
that magazine. The campaign also has 
the sponsorship and support of 53 na- 
tional associations, including the Na- 
tional Shoe Retailers Association. 

Display cards, publicity releases, 
radio scripts and other material have 
been supplied to retail stores of all 
kinds throughout the country, enabling 
them to tie in with this promotion. An- 
other printing of this material was or- 
dered recently, and shoe merchants 
wishing to have display cards or re- 
leases should apply fo Retail Associa- 
tions of America, 100 West 31st Street, 
New York, N. Y. 





color advertisements in Collier’s and 
Sport. Four promotions will be fea- 
tured in the ads: Boldies, Flexi-Woven, 
Informals, and Coolators. Campaign 
runs from February 26 to May 28. 

Dealer Aids: Four full color promo- 
tion window panels with hand-painted 
molded figures to fit blond mahogany 
frame and tie in with current com- 
paign; spot shoe displayer. 

Direct mail consists of color folder 
and postcards which tie in with the na- 
tional ad theme, “You pay less for For- 
tunes ... and you get America’s top 
styling!” Also dealers will receive a 
Spring catalog; a mat catalog of dealer 
newspaper advertisements, and a com- 
plete assortment of window cards and 
price tickets. 

Trade paper advertising will be con- 
fined to BooT AND SHOE RECORDER and 
Coast Shoe Reporter. 


Fortunet 


Appealing color names will add sales 
appeal to a series of Fortunet shoe pro- 
motions keyed to individual Spring 
months, George Hill, advertising man- 
ager of the women’s and children’s di- 
vision of General Shoe Corporation, 
revealed this week. 

Beginning with the January issue of 
Harper’s Bazaar, in which a full-page, 
four - color’ advertisement dramatizes 
Fortunet Resort-Wear Cabanas, and 
linen shoes and handbags, the cam- 
paign switches to Vogue and continues 
through April. For a February full- 
page, four-color insertion in Vogue, the 
promotion featured will be Sea Grape, 
a new Fortunet color in leather shoes 
and handbags. 

The March Vogue, in full-page, four- 
colors, will run a testimonial to Sun 
Bronze, as a color for leather shoes and 


handbags; for April. in Vogue, Powder 
Puff Pastels (blue, pink, and white 
combinations) are spotlighted for For- 
tunet shoe colors. 

A Summer whites promotion is con- 
templated to follow the Spring series, 
Mr. Hill said, to continue the color 
theme beyond the Spring campaigns. 
All promotions include a full array of 
direct mail pieces, mats and other dealer 
helps, he stated. 


Jarman Shoes for Men 


National advertising of Jarman shoes 
for men for Spring and Summer will 
include: Full-page, full-color advertise- 
ments in The Saturday Evening Post, 
Life and Esquire. March has been des- 
ignated as Million-Aire month and spe- 
cial promotions, including a double 
truck, full-color ad in The Post, will 
feature Million-Aire styles. Five other 
promotions will be featured in the 
Spring-Summer ad schedule. They are: 
Bold Soles, Hand Woven, Continentals, 
Leisuals and Breezalongs. Theme of all 
ads: “Look Smarter—Feel Better. Why 
more men choose Jarman shoes every 
season.” Campaign starts February 14 
and runs through June 4. 

Dealer Aids: Frosted oak frame with 
fluorescent light including five new 
panels to fit the frame; de luxe “base- 
ball” display and three special de luxe 
window panels which fit into standard 
size frame. Numerous other dealer 
helps. 

Direct mail will consist of colorful in- 
sert folders and postcards for dealer 
imprint. Also dealers will receive mat 
book of dealer newspaper advertise- 
ments and radio spot announcements; 
catalog featuring shoe styles for 
Spring; complete assortment of window 
cards and price tickets. 

Trade paper advertising will be con- 
fined to Boor AND SHOE RECORDER and 
Coast Shoe Reporter. 


Twenty-Ones 


There will be considerable expansion 
of promotional activity in 1949 on Twen- 
ty-Ones, General Shoe’s line of fashion 
footwear, according to Ben Willingham, 
general sales manager of women’s di- 
visions. 

In all advertising and promotion for 
the line, style will be stressed with 
emphasis on the theme of “high fashion 
at a popular price,” Twenty-Ones being 
priced to retail at $9.95 to $10.95 on 
most styles. 

Twenty-Ones’ national campaign of 
full-color pages in fashion magazines 
will continue, with the additien of 
black and white pages and part-pages 
over the course of the Spring season. 
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Shoe Promotion Plans for Spring 


Dealer merchandise promotions will 
also be continued and expanded to in- 
clude a regular dealer service of news- 
paper mats, statement enclosures and 
display material. 


The Gilbert Shoe Company 
Supplying Dealer Helps 


The Gilbert Shoe Company, Thiens- 
ville, Wisconsin, reports that various 
folders, birthday cards and blotters for 
dealers will again play a big part in 
their advertising program. These items 
are imprinted with the dealer’s name 
and address and will be furnished with- 
out charge. 

Window and counter signs, price tags 
and other dealer’s helps such as fluores- 
cent electric signs, display stands, bal- 
loons, book matches, etc., will also be 
supplied. 

Gilbert will furnish complete news- 
paper ad mat service, also individual 
shoe mats free-of-charge, and will share 
the cost of newspaper advertising with 
their accounts. 


H. C. Godman Will Use Trade 
And Consumer Media 


The H. C. Godman Company, Colum- 
bus, Ohio, will have a Spring advertis- 
ing program that will include monthly 
trade paper advertisements, and con- 
sumer advertisements in addition to 
certain dealer helps. 








Gold Seal Rubber to 
Emphasize Point-of-Sale 


Particular emphasis will be placed on 
point-of-sale efforts in the extensive 
1949 promotion program of the Gold 
Seal Rubber Company of Boston. Many 
dealer aids including window and in- 
terior displays, mats, statement en- 
closures, and counter cards will be avail- 
able to retailers. 

Plans call for an intensive trade ad- 
vertising program through trade papers 
and direct mail. The organization will 
continue to stress the “Service” theme 
in its trade insertions. 





Daniel Green Company Will 
Use Four-Color Ads 


Daniel Green Company, Dolgeville, 
New York, will nationally advertise 
starting in March and following through 
every month for the remainder of the 
year in the Ladies’ Home Journal, Mc- 
Call’s, Mademoiselle, Charm and Seven- 
teen with four-color ads. The trade 
press will also be used. 

A schedule of advertising, giving 
media, styles to be advertised and 
months when they will appear will be 
furnished dealers. Window cards to 
back up the advertisements, newspaper 
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mats, brochures for direct-mail pur- 
poses and new Daniel Green signs are 
to be included in the program. 


Green Shoe Plans Its Largest 
Advertising Program 


The Green Shoe Manufacturing Com- 
pany, makers of Stride-Rite shoes, will 
use a more intensive program in all 
phases of advertising: national con- 
sumer advertising, trade advertising, 
point of sale and merchandising as- 
sistance to dealers. This program will 
be the largest in the company’s his- 
tory. 

The campaign will continue to stress 
the important sales factor in children’s 
shoes: a child’s shoe can be outgrown 
before it is outworn. Green reports that 
this campaign is now entering into its 
third year, and has shown marked suc- 
cess in stimulating sales and, to sOme 
degree, leveling off the peaks and val- 
leys which exist in the children’s shoe 
business. 








Penaljo Will Use 
Four-Color Ad 


Hamilton Shoe Company, St. Louis, 
Mo., makers of Penaljo footwear, will 
promote their new Chamae leather with 
a four-color page in the February 
Mademoiselle and March Seventeen. 

Featured in the March issues of 
Mademoiselle and Charm will be their 
Plateau Pumps, and the theme of their 
April Charm and May Seventeen ads 
will be white shoes. 





Hammond Moccasins Will Use 
Vigorous, Colorful Campaign 


Hammond Moccasins, Inc., of Bangor, 
Maine, announce that a vigorous, color- 
ful campaign advertising the Pine Tree 
brand will be launched for the Spring 
season. A full color series in the trade 
press will be used. Assistance to retail- 
ers will be focused at the point-of-sale, 
and will be in the form of colorful dis- 
play material, co-ordinated with a full 
series of newspaper ads timed for local 
promotions. 





Hannahsons to Step Up 
Use of Direct Mail 


Advertising plans for Spring and 
Summer call for periodic advertising in 
trade publications with even more fre- 
quent direct mail pieces to the depart- 
ment store and retail store trade fea- 
turing new items in Vogue each month 
backed by service from in-stock depart- 
ment, according to Harold Gould, an of- 
ficial of Hannahsons Shoe Company, 
Haverhill, Mass. 

Newspaper mat service will be avail- 
able for specialty items. Intensive em- 


phasis on operation of in-stock depart- 
ment will assure trade of adequate and 
frequent sizeup opportunities, minimiz- 
ing necessity of large store stocks and 
increasing ratio of turnover on mer- 
chandising, Mr. Gould pointed out. 





Herbst Will Have Entirely 
New Direct Mail Cards 


Herbst Shoe Manufacturing Com- 
pany, Milwaukee, Wisconsin, have pre- 
pared an entire new series of direct 
mail cards which include a reminder 
card, a happy birthday card, and a card 
which features the Child Life ortho- 
pedic shoes. A new counter and window 
display piece will also be available. 

The Child Life line will again be ad- 
vertised national in Parents’ Magazine 
and also to the trade in Boot AND SHOE 
RECORDER and the Coast Shoe Reporter. 
Cooperative advertising will be avail- 
able to all Child Life dealers. 





Holiday Casuals to 
Exceed ‘48 Advertising 


According to a recent announcement 
by Edward N. White, an executive of 
Holiday Casuals of Brooklyn, the 1949 
Honeybugs advertising program will 
surpass last year’s program. 

Plans call for substantially more con- 
sumer advertising than the 34 full color 
pages run in 1948, as well as increased 
point-of-sale efforts. 

Holiday Casuals will continue to 
make available display stands, news- 
paper mats, window and counter cards 
and statement enclosures. 

At the present time, a test television 
campaign is under consideration. 





Huskies Will Put On 
Big Advertising Drive 


Hussco Shoe Company, Honesdale, 
Pennsylvania, makers of Huskies, state 
that 54 million consumers will see Hus- 
kies advertised this Spring. Commit- 
ments for advertising space having al- 
ready been made in Saturday Evening 
Post, Collier’s, Look, Esquire, Seven- 
teen, Field and Stream, Outdoor Life 
and Sports Afield. In the first six 
months of 1949, Huskies will be seen at 
least once a month in one of these maga- 
zines. 

Each retailer carrying Huskies is of- 
fered, at no cost, attractive window and 
counter displays in addition to mats for 
local advertising. 





International Shoe Company 
Conformal Shoe Company 


Conformal Shoe Company will high- 
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Ad Campaign 
That Sold Work Shoes 
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tising staff among those participating. 

After the ceremony, Mr. Pierce sent 
the following letter of appreciation to 
Mr. McGaw: 

“Naturally, I was very proud and 
happy to win the new Buick sedan, but 
that’s not all I won. With the advertis- 
ing we have done and the promotions 
we have staged to push the sale of 
Cedar-Crest Service Shoes, our records 
show that hundreds of extra pairs have 
been added to our annual work shoe 
business, and the promotions have been 
responsible, too, for increased volume 
throughout the store. 

“In only a few months we have made 
the new brand name known to the entire 
Dalton trading area through radio and 
newspaper advertising, and through 
window display. We are continuing’ this 
promotion and I’m expecting our work 
shoe sales to go up and up. 

“We want to express our appreciation 
for the new Buick and for the fine ser- 
vice you have given our store from the 
start. And we want to thank you for all 
of the signs and promotional material 
you furnished to help us sell these shoes. 
It was this material that made our 
sales increases and won for us the big 
prize in your promotion contest.” 

As Mr. Pierce continued his promo- 
tions at Dalton, Cedar-Crest advertised 
in Southern Agriculturist and Farm 
~ and Ranch. For next Spring ads will 
also appear in Successful Farming to 
reach farmers in the North and North- 
east, where the company recently has 
expanded its sales activities. 

In the meantime, the Huntsville plant 
is running at full capacity. 





Bamboo and Avocado Green 
In Spring Line 

New York — Bamboo and Avocado 
Green were the two colors featured at a 
recent Spring showing in the Delman 
Salon. A gay collection of colors was 
shown in resort shoes which included 
leather, waffle pique, linen, shantung 
and flowered crepes. 

Patterns and treatments, as well as 
colors and leathers, covered a wide 
range. Outstanding in the collection 
were the tailored pumps in polished 
leathers, some with the new tapered, 
squared toe, and high-riding latticed or 
ballet-laced dressy shoes. Lightness, in 
both pattern and color, and softness and 
delicacy, were characteristic of the 
shoes as a whole. Combinations of ma- 
terials were emphasized with patent 
leather trimming grey suede, or silk 
failles combined with patent leather 
and stiff satin bindings on light-weight 
suedes. Another interesting trimming 
idea was gold tooling used on suede and 
on linen. A wide range of heel heights 
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Te season it is apt to be wet and slushy underfoot. Impress your 
customers with the importance of taking proper care of those fine 
shoes you sell. Molded light-weight SNUG FITS will, in most 
cases, fit all the different style shoes in their wardrobe..Fair weather 
or foul, during these months you should sell a pair of SNUG FIT 
Clogs or Sandals with every pair of men’s shoes. And remember 
SNUG FIT Footholds for the ladies. 


Ask your distributor or write us today for a free supply of 
SNUG FIT RUBBER Window Streamers. 
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was shown, including some Louis heels. 
Some platforms one-fourth to one-half 
inch, were also used. 





@ 
Selby Salesman Buys 
Retail Shoe Store 


PORTSMOUTH, O. — Britton Abbey, 
Arch Preserver representative for The 
Selby Shoe Company, has purchased the 
John Lee Shoe Store in Charleston, 
W. Va. Mr. Lee is retiring after many 
years in the shoe business. 

Mr. Abbey will continue te sell Arch 
Preserver shoes in his territory and the 


store will be managed by C. S. Tutt, 
formerly assistant to Mr. Lee. Hand- 
bags and hosiery will be merchandised 
by Mrs. Abbey. Mr. and Mrs. Abbey 
have moved their residence from Wash- 
ington, D. C., and are now living in 
Charleston, W. Va. 





Buys Three Stores 


PITTSBURGH, Pa.—Jack Slomoff, for- 
merly with the Jackson Shoe Company 
in Aliquippa, has bought the Grollman 
Shoe Stores in Kittanning, Latrobe and 
Somerset. 
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Shoe Promotion Plans for Spring 


light their advertising by important 
media. They will stress the Conformal 
individual feature not found in other 
shoes. 

Advertising dealer aids will include 
a comprehensive newspaper ad mat 
service, electrical transcriptions for 
radio spot announcements, window dis- 
play material and an effective selec- 
tion of mailing folders and _ insert 
folders. 


Friedman Shelby 


Red Goose shoes will again be adver- 
tised in nine leading magazines, and in 
68 newspapers and newspaper supple- 
ments selected to fit the Red Goose dis- 
tribution chart. A total of 67 million 
ads will appear during the Spring and 
Summer months, all featuring the Red 
Goose theme, “Your Child Takes 30 
Thousand Steps A Day.” This is a hard 
selling national advertising campaign 
designed to sell the Red Goose built-for- 
action idea to consumers everywhere. 

John C. Roberts high grade men’s 
shoes will continue to be nationally ad- 
vertised in Life, Esquire, Saturday Eve- 
ning Post and Look. Full-page, four- 
color ads will appear in Life and Es- 
quire, and half-page, two-color ads will 
appear in the Saturday Evening Post 
and Look. All ads are designed to estab- 
lish the John C. Roberts trade mark and 
to impress the consumer with the fact 
that the John C. Roberts line is a com- 
plete line with a style and pattern for 
every occasion. 

Friedman Shelby’s national advertis- 
ing campaign on the Grace Walker 
women’s line is gaining momentum. 
During the Spring and Summer “Three 
Graces of Fashion” ads will appear in 
nine women’s leading publications in- 
cluding Mademoiselle, Photoplay, Red 
Book and Good Housekeeping. Full page, 
full color ads are scheduled for Made- 
moiselle and 2/3-page, two-color ads in 
Good Housekeeping, Photoplay, etc. 

All Friedman Shelby nationally ad- 
vertised lines are supported by exten- 
sive dealer helps programs, including 
mats, layouts, copy and continuity for 
newspaper and radio advertising, com- 
plete display units, point of purchase 
display materials and several tried and 
proved store promotions. 

Red Goose, Grace Walker and John 
C. Roberts shoes will continue to be ex- 
tensively advertised to the trade. Ads 
were scheduled to appear regularly in 
Boot AND SHOE RECORDER, Creative 
Footwear, Footwear News, Industrial 
Retail Stores, Apparel Arts and Coast 
Shoe Reporter. 


Peters Shoe Company 


The Peters Shoe Company, makers of 
City Club shoes for men and Weather- 
Bird shoes for children, announces their 
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national advertising campaigns and pro- 
motional activities during the Spring of 
1949 will pack as many punches as those 
thrown during the same season in 1948. 

City Club ads will again use the 
“Best-Dressed Circle” theme, and are 
scheduled to appear in Life, Collier’s, 
Esquire and the Saturday Evening Post. 

Weather-Bird ads will contain a 
brand new theme: “Weatherizing Makes 
Weather- Bird Super- Value Shoes.” 
These are scheduled for Life, Woman’: 
Home Companion, Good Housekeeping, 
Parents’, Progressive Grocer, Country 
Gentleman, This Week, Parade and 
many key-market newspapers. 

This year Peters will supply all of 
their established City Club retailers and 
Weather-Bird dealers with a complete 
plan for local promotion. The company 
is confident alert representatives will 
continue to put such promotional ma- 
terial to work to insure an even greater 
boost in retail sales. 


Roberts, Johnson & Rand 


Roberts, Johnson & Rand have in- 
creased the dealer helps on their. Rand- 
Trim Tred and Poll-Parrot lines. To 
meet the increasing pressure of com- 
petition, they report that the quantity 
of news mats, direct mail and display 
features has been increased. 

Nine Rand shoe ads, mostly in color, 
including pages and half-pages will 
help push their program: “For Better 
Wear, Buy Two Pair.” A timely dealer 
tie-in program supports this schedule in 
Esquire, Life, Post, Time and News- 
week, 

Trim Tred color pages in Charm, 
Cosmopolitan, Redbook and Today’s 
Woman will help sell the high style, 
classic, comfort and casual types of 
these shoes. A four-time promotion will 
dovetail this advertising to move Trim 
Treds off the dealers’ shelves through- 
out the Spring season, according to M. 
H. Cable, advertising manager. 

Poll-Parrot continues its heavy page 
and half-page color advertising in lead- 
ing magazines plus two Spring ads in 
68 Sunday newspapers. Powerful local 
dealer identification is provided. 

Trade paper advertising will also be 
continued. 


Sundial Shoe Company 


The Sundial Shoe Company, Man- 
chester, New Hampshire, will advertise 
in 91 daily newspapers throughout the 
Eastern part of the country. This list 
compares with Sundial’s original media 
list of six newspapers when they first 
launched national consumer advertis- 
ing four years ago. 

In addition, Sundial’s plans call for 
an expanded use of Sunday rotogra- 
vure, national magazine and trade paper 
space during the coming year. 


Vitality Shoe Company 


During the Spring and Summer sea- 
son, 1949, full-color, fashion - news 
Vitality ads will appear in a group of 
leading magazines, covering a wide 
front of interest to women and girls. 
Life, Ladies’ Home Journal, Good 
Housekeeping, Cosmopolitan, Mademoi- 
selle and Seventeen will be used. 

Vitality will work all the way in this 
program—down to the last detail of 
point-of-sale merchandising: style fold- 
ers, direct mail pieces, tissue inserts, 
complete newspaper mat service, tie-in 
window cards mounted with national 
ads, full-color soft sheets of national 
ad backgrounds, radio commercials, 
shoe bags, neon signs, trade mark signs, 
cut-out wood letter signs, etc. Also, 
Vitality provides a co-operative adver- 
tising plan to all dealers. Their many 
items are made available to give the 
dealer point-of-sale material, as well as 
access to the full cumulative power of 
Vitality national promotion. 


Winthrop Shoe Company 


Plans of the Winthrop Shoe Com- 
pany for the Spring include a strong 
national advertising campaign in Life, 
Saturday Evening Post, Collier’s and 
Esquire, and a strong trade schedule. 
As before, there will be a cooperative 
newspaper advertising agreement with 
complete newspaper mat and radio spot 
service on men’s, Jrs., and In-’n-Outer 
leisure shoes. There will be available 
to dealers a complete window service 
including display tables, background 
frames, with a series of three dimen- 
sional panels, as well as a number of 
signs, plaques and proof displayers. 
There will also be a variety of direct 
mail pieces designed to meet specific 
needs of various dealers. 

Winthrop Week, a concentrated sea- 
sonal promotion, found so successful in 
the past, will be continued with a new 
and unique twist. 





Rhythm Step Ad Program 
Will Be a Strong One 


Johnson-Stephens &- Shinkle Shoe 
Company, St. Louis, Mo., makers of 
Rhythm Step shoes for women, an- 
nounce that their Spring and Summer 
1949 advertising campaign will again 
be a strong one. 

Their national magazine schedule 
will begin in February with a promo- 
tion of Tom Thumb Heels—mid-heels 
featured as high heels in miniature. A 
color promotion of Rhythm Step’s Boy 
Blue (Navy) will be the March fea- 
tured ad. Special promotions will also 
be featured in April and May national 
ads. Vogue, Charm, Cosmopolitan, 
Woman’s Home Companion and Seven- 
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teen will be used. Some black and white 
space will be used, but there will be a 
generous use of color, according to Ray 
Hunnius, advertising director. 

Dealer and mat service will be the 
most comprehensive in the company’s 
history, including several full and half- 
page ads. Mailing pieces, radio conti- 
nuity, window displays and point-of- 
purchase display pieces will also be 
available to dealers. . 





Johnston & Murphy Providing 
Radio Aids to Dealers 


The Johnston & Murphy Retail Ad- 
vertising and Sales Promotion book for 
the first half of 1949 is now being sent 
to J & M dealers throughout the United 
States and abroad. The book contains 
sample newspaper mats, direct mail 
pieces, and window displays. Radio an- 
nouncements are included to accommo- 
date the increasing demand for radio 
promotion. 

The three promotions Johnston & 
Murphy has scheduled for next Febru- 
ary, April and June are a group of 
wing-tips, a through-and-through tan 
calf oxford, and a new version of the 
J & M suva cloth shoe which won wide 
favor in the past for its cool comfort 
during the Summer months. 

Production of J & M’s shoe dressing, 
introduced a few months ago, has been 
increased to meet the growing demand. 





Julian & Kokenge Will Run 
Window Display Contest 


The Julian & Kokenge Company, Co- 
lumbus, Ohio, makers of Foot Saver 
and Dr. M. W. Locke shoes for women, 
will tie in their advertising in Vogue 
with a window display contest. One 
group of Foot Saver Skuffies will be 
advertised in four colors in Mademoi- 
selle. The company also announces that 
Foot Savers are beginning their 28th 
consecutive year of national advertising 
in 1949. 

For both lines of shoes, a controlled 
system of cooperative newspaper adver- 
tising with dealers will be continued in 
Spring 1949 along the same lines as for 
Fall 1948. 

New combination display and identi- 
fication pieces will be offered dealers in 
addition to the usual display material. 

Advertising will be continued in the 
trade press. 

A big feature of the Dr. Locke pro- 
gram will be the special mailing to se- 
lected groups of consumers. 





Walk-Over Planning 
Strong Promotions 


Deane E. Alexander, advertising man- 
ager for the George E. Keith Company, 
Brockton, Massachusetts, says, “We 
plan to continue an aggressive cam- 
paign of national magazine advertising 
and to back this up with material for 
the dealer to use at the point of sale. 
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A J is Berkeley 
LOTUS 


A good jeader . . . 
this British brogue 
in rich warm brown 


ERE’S a truly magnificent combination of styl- 
ing and leather to excite the admiration of 
every man. Superb Scotch-grain leather, fashioned 
in a sweeping wingtip oxford. Detail work is in the 
current “bold look” manner, the popular styling for 
men this year. Leather soles and heels . . . leather 
lined. Built on the comfortable Berkeley last. Sizes 


ber T-8185. 


IMMEDIATE DELIVERY on all LOTUS 
footwear from New York stock. 


TWO MORE LOTUS LEADERS 


1. THE VELDTSCHOEN waterproof shoe. 


(nationally advertised) 


| 2. THE SPECTATOR, a distinctive two- 
tone combination for Spring and 


Summer 


LOTUS SHOES, INC. 


“We are planning some strong pro- 
motions on both Walk-Over men’s and 
women’s lines for 1949, carrying out a 
coordinated program which starts with 
original fashions, correct styling and 
quality manufacture; with delivery 
timed to our national advertising. We 
believe that dealers will be more willing 
than ever before to tie in with these 
promotions at the consumer level, mak- 
ing use of the material which we will 
provide for that purpose. 

“Consistent Walk - Over advertising 
will appear in Life, Colliers, Esquire, 
Vogue, Woman’s Home Companion and 
Ladies’ Home Journal, and also in the 
trade press.” 


514 through 12, widths A through E. Order Num- 





T8113 


T8310 


47 W. 34TH STREET, NEW YORK, N. Y. 


A. S. Kreider to Continue 
Present Schedule 


The A. S. Kreider Shoe Company, 
Annville, Pa., has announced that there 
will be little change in its advertising 
plans for the next season. It is possible, 
however, that a different type of ad 
with a different layout may be prepared 
later in the season. 

The company is running once a 
month insertions in BooT AND SHOE 
RECORDER. In addition, a weekly ad ap- 
pears in Footwear News. Occasional 
ads will appear in consumer media such 
as Parents’ magazine. 
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Consistent Advertising 
To Meet Competition 
[CONTINUED FROM PAGE 47] 


tional color or material may be a wel- 
come shot in the arm for a season or 
two, but when the year’s shoe consump- 
tion figures are in, generally they are a 
reasonably accurate barometer of the 
general business conditions prevailing 
in the country. More important still, 
they are an excellent measuring stick 
for the year’s effort in advertising and 
promotion. Consequently we, as an in- 
dustry, must in the future do a more 
thorough, more scientific and more in- 
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spiring promotion and advertising job. 

In recent years advertising has be- 
come quite as soft as selling! Wartime 
shortages of merchandise and war- 
swollen advertising budgets made dol- 
lars expended more important than the 
advertising ideas they paid for and the 
promotional zeal with which they should 
have been backed up. The stories we 
read in the daily press about the fabu- 
lous salaries paid radio stars and for- 
tunes expended by advertisers in give- 
away and guiz programs must make old- 
line shoe advertising managers rub their 
eyes in amazement. It would seem that 
more money is spent on a Sunday night 
program than most shoe manufacturers 


spent yearly for advertising and promo- 
tion prewar. Just as these fabulous 
radio shows gain only the token loyalty 
of the consumer who is conscious of “X” 
brand simply in terms of the entertain- 
ment it brings them on Sunday night, 
or the fortunes it gives away in prizes, 
so too consumer loyalty to a line of 
branded shoes is won only in token pro- 
portions when the customer is sold on 
promotions or on a strictly one-pair 
fashion. Branded lines of shoes do not 
live by fashion alone! 

Selling, as he must today, in an at- 
mosphere of intense competition, the 
retailer scans his horizon and sees liter- 
ally hundreds of branded lines of shoes. 
If he is selling a well established brand, 
naturally he enjoys a great advantage. 
If he is selling an accepted brand he 
is, indeed, fortunate. If he is selling a 
brand that is in the process of being 
introduced, he must be prepared to work 
doubly hard to register that brand story 
with every customer he fits. But regard- 
less of whether the brand is established 
or on the way up, the merchant should 
never overlook an opportunity to make 
its position more secure. 

Years ago when many of the brands 
which are well known today were first 
brought to the public’s attention, it was 
a far simpler matter to register them 
in the public’s buying consciousness. To- 
day it is more costly because more items 
are clamoring from the advertising 
pages for public favor. Consequently, 
more dollars must be expended to gain 
their attention. 


But when a new line of shoes is in- 
troduced, it is successful in direct pro- 
portion to its real value; its inherent 
promotional value such as a feature or 
an innovation in construction, or per- 
haps a name; and to the amount of con- 
sistent intelligent promotion placed be- 
hind it by the manufacturer in his na- 
tional advertising and by the retailer in 
his window’s local advertising and pub- 
licity. 

While keeping his weather eye peeled 
on competitive brands and always re- 
membering to watch what his fellow re- 
tailer is offering to the public, the mer- 
chant should realize that most sales are 
lost to intangibles, the gaudy gadgets 
that take his customer’s yearly savings 
to buy and his monthly savings for up- 
keep. 

If sales slough off during periods 
when income and other tax bills fall 
due, the merchant would do well to 
make it his business to know more about 
revenue-raising measures. Remember 
some 62 per cent of all federal taxes 
come directly from individuals in the 
form of income and excise taxes. 

For years we have heard about how 
wonderful the ready-to-wear, millinery 
and men’s apparel and hat businesses 
are. We have suffered a lot by unfair 
comparison with them. We have been 
told how much more attractive other 
branches of the so-called fashion indus- 
try make their offerings to the public. 
Consumption figures for ’48 and current 
reports of drastic price reductions 
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would indicate that the manufacturers 
of apparel might well take some lessons 
from the shoe man’s book. Perhaps be- 
cause some of us have looked twice be- 
fore we adopted the various “looks,” we 
have inventories which are more staple 
and salable than other more glamorous 
segments of the apparel industry. 

Let us take the unusual opportunity 
afforded us to sell the-customer as we 
fit him the unique and responsible posi- 
tion that shoes enjoy and the long cata- 
log of consumer goods. Against the 
background of the advertising story be- 
hind them, let’s explain how shoes, while 
being smart to look at and enjoyable to 
wear, represent the most basic value 
of all the articles of apparel he conr- 
sumes. Show him how shoes contribute 
to his well-being, convince him that 
shoes are not over-priced and must be 
bought sensibly with a view to his well- 
being and satisfaction. 

It will be a big job, but let’s try to 
get the consumer’s mind off television, 
deep freezers, cruises, fishing tackle and 
the hundred or more dollar magnets he 
meets in his daily rounds. He must be 
taught a true appreciation of shoes, and 
to teach him a true appreciation of 
shoes, we must have a -better under- 
standing of them ourselves. Again we 
say “The informed retailer keeps mer- 
chandise in motion.” 


Shoe Promotion Plans 
For Spring 


[CONTINUED FROM PAGE 85] 


Foot Rest Will Continue 
National Program 


Foot Rest shoes, manufactured by 
The Krippendorf-Dittmann Company, 
Cincinnati, Ohio, will have space in 
Vogue, Good Housekeeping, Ladies’ 
Home Journal, Cosmopolitan, and Wo- 
man’s Day. The company reports that 
this shoe has already been nationally 
advertised for 14 years. Trade paper 
space will be taken in the Coast Shoe 
Reporter and BOOT AND SHOE RECORDER. 

A reproduction of each magazine ad, 
with a special message, as a separate 
mailing piece in color will be sent, as 
in the past, to regular and prospective 
customers. 

Dealer helps such as newspaper mats, 
radio continuity, price tickets, window 
cards, etc., will also be supplied to 
dealers. 


Lissak to Promote 
Vagabonds 


Lissak & Co., Brockton, Massachu- 
setts, will promote Lissak Vagabonds 
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to the trade by a consistent program in 
Boot AND SHOE RECORDER, supported by 
other media. A new mat service will be 
ready for distribution the first of the 
year. 


John E. Lucey to Plug 
New Style Innovations 


John E. Lucey Company, Inc., Bridge- 
water, Massachusetts, will use exten- 
sive trade advertising in 1949 to tell re- 
tailers of the latest Jelco popular-priced 
style innovations. A new mat service 
will be offered to the trade early in 
1949. 


Kickerinos to be Well 
Advertised in Spring 


“All Eyes Are on Kickerinos” will be 
the Spring copy theme of the Marilyn 
Shoe Company, Milwaukee, Wisconsin, 
makers of Kickerinos. The company’s 
consumer advertising plans for Spring, 
1949, call for full page and other large 
space ads in leading fashion magazines 
such as Glamour, Mademoiselle, Charm 
and Seventeen. Ads will carry illustra- 
tions of the most popular styles in the 
Kickerinos line. 

Complete mat service, enabling deal- 
ers to tie in locally with Kickerinos na- 

[TURN TO PAGE 88, PLEASE] 
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Shoe Promotion Plans for Spring 


tional campaign, will be made available 
well in advance. 

Window display material, counter 
cards, radio scripts and other colorful 
and novel merchandising helps will be 
made available to the retailer. 





Merrimack Promoting Open 
Toe and Heel Platforms 


Merrimack Shoe Company, Lowell, 
Massachusetts, makers of Barbara Gay 
shoes, announce that open toe and heel 
platforms dominate their Barbara Gay 
line for the Spring, with closed toe and 
heel variations and single soles reported 
as good. High-style wedgies have been 
added to the line also and are now sell- 
ing in the stores. - 

During February, March and April, 
Barbara Gay will be advertised in 
Glamour, Charm and Mademoiselle, and 
high heel shoes and dress wedgies will 
be featured in full pages. 

Nomad, division of Merrimack, which 
specializes in flexible, stitchdowns for 
women, will continue to advertise 
monthly in the fashion magazines. 





1. Miller Will Have 
Extensive Ad Program 


Charles J. Miller, company official of 
I. Miller & Sons, Inc., Long Island City, 
N. Y., says, “Beginning with an exten- 
sive national advertising program in the 
fashion media, presenting the latest I. 
Miller Spring and Summer silhouettes, 
our plans go on to coordinate effec- 
tively with a comprehensive dealer 
service so designed as to produce in 
local media the footwear I. Miller cus- 
tomers desire. 

“Advertising brochures, mat services, 
and display materials combine to pro- 
duce for our dealers the tools which will 
effectively present the highlights of our 
line from a fashion quality and value 
standpoint. 

“Another salient feature found in our 
advertising picture includes trade paper 
advertising created to help achieve the 
sound merchandising of entire dealer 
service.” 


Treadeasy to be 
Extensively Promoted 


Treadeasy Shoes, manufactured by P. 
W. Minor & Son, Inc., Batavia, N. Y., 
will be extensively promoted during the 
Spring and Summer season. The firm’s 
slogans, “Scientific Footwear for Fash- 
ionable Women,” and “America’s Most 
Fitting Footwear,” will be prominently 
mentioned throughout. 

A full-page, four-color advertisement 
will appear in the March 15th issue of 
Vogue. A two-color ad will be in the 


[CONTINUED FROM PAGE 87] 


March issue of Woman’s Home Com- 
panion, in addition to black and white 
ads in the April and May issues. Large 
newspaper advertisements will appear 
nationally at various times throughout 
March. 

Treadeasy dealers will receive window 
display cards showing reproductions of 
the magazine ads. Newspaper mats will 
be furnished to tie-in with national ads 
and will be run by most Treadeasy deal- 
ers in their local newspapers. Four- 
color, direct mail literature will be pro- 
vided dealers for their trade. 

The company’s customary in-stock 
catalog for Spring and Summer illus- 
trating a large number of styles in a 
complete range of sizes and widths, 
available for immediate shipment, will 
be provided. 

Trade advertising for 1949 will con- 
tinue exclusively in the BooT AND SHOE 
RECORDER. 


Risque Will Use Three-Way 
Advertising Campaign 

Monogram Footwear, Inc., makers of 
Risques, will coordinate three vital fun- 
damentals in their advertising cam- 
paign: fashion magazine promotions, 
the correct items in the stores at the 
right time and local advertising to bring 
these two items to the consumer through 
newspaper space. 

Risques will kave a monthly adver- 
tisement in Charm and Mademoiselle. 
The same ad which appears in these 
magazines will become available as mats 
to the dealers. 

Archie Bregman, company official, 
says, “We are convinced that it is going 
to be necessary to promote in order to 
have good business. Not only do we 
preach this policy, but we are practic- 
ing it, believing that our customers will 
do the same.” 





Moulton-Bartley Will Advertise 
Direct to the Consumer 


J. S. Legg of Moulton-Bartley, Inc., 
St. Louis, Missouri, outlines Spring ad- 
vertising plans as follows: 

“The Spring advertising program of 
the Mode Art lines will be direct to the 
consumer via the best shoes we ever 
made at the very best price. 

“By the same token that some stores 
need outside sales assistance to get traf- 
fic, there is a high percentage of re- 
tailers whose name exceeds that of any 
product, in his own community. We 
believe all business is local. 

“By using that money that the re- 
tailer is required to pay for extensive 
advertising programs to make better 
shoes at better prices, Mode Art shoes 
will build good-will, make for repeat 


sales, and at more profit to the retailer. 

“We are directly interested in the 
success of our retail customers because 
we ourselves conduct no business at re- 
tail. We’re shoemakers.” 


Nettleton Planning 
Newspaper Campaign 

A. E. Nettleton Company of Syracuse, 
New York, is planning a newspaper 
campaign in three cities—New York, 
Chicago and Los Angeles—in papers 
with large circulation to supplement 
their regular national advertising and 
promotion campaign. 

National magazine advertising, dealer 
cooperative program and direct mail 
promotions will be continued at about 
the same rate as Fall, 1948. 





Nunn-Bush to Continue 
Aggressive Pace 


Nunn-Bush .Shoe Co., Milwaukee, 
Wis., will continue its 1949 national 
magazine and BOOT AND SHOE RECORDER 
advertising at the same aggressive pace 
set for 1948. 

Style books are available for local 
mailings by Nunn-Bush merchants and 
extremely attractive double post card 
mailers make follow-ups possible with 
a degree of continuity sufficient for 
buying new customers at practical cost. 

Particular attention should be given 
by Nunn-Bush merchants to the Nunn- 
Bush framed background service, which 
is doing good work in many store win- 
dows throughout the country, according 
to a company official. 





O'Donnell Expanding 
Spring Promotion 


O’Donnell Shoe Corporation, Hum- 
boldt, Tennessee, manufacturers of 
Proper-Bilt children’s shoes, have com- 
pleted plans for a greatly expanded 
Spring promotion for 1949. 

This year’s Easter campaign features 
twice the national advertising used pre- 
viously, with a special tie-in dealer pro- 
motion package of newspaper ads, direct 
mail cards, radio spots, and point of 
sale helps. A special window unit with 
three-dimensional Easter baskets is pro- 
vided. 





Paramount to Concentrate 
On Specific Fashions 

Paramount Shoe Company, St. Louis, 
Mo., in addition to the most aggressive 
national campaign in their history, will 
concentrate on advertising specific im- 
portant fashions which they believe will 
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move most rapidly in the stores. Para- 
mount will also time their promotions 
more closely than ever before. 

It is planned to make retailer adver- 
tising service even more complete and 
flexible than in the past in order to give 
the retailer tools to promote the shoes 
he has in stock. 





Parkhill Will Promote 
Seven Millionth Pair 


“Seven Million Women Can’t Be 
Wrong” will be the promotional theme 
of Parkhill Shoes, Fitchburg, Massa- 
chusetts, for the Spring and Summer. 
G. D. Winter, sales manager, explains 
the theme, “Our advertising for Spring 
and Summer will be seen by better than 
seven million women, by virtue of the 
fact that we are running an ad in the 
April issues of Modern Screen and 
Modern Screen Stories, and a full page 
ad in the May issue of Glamour. The 
readership of both these magazine is 
well in the excess of seven million 
women. In addition to this, sometime 
during the Svring and Summer season 
our seven millionth pair of casuals will 
come through out factory.” 

Parkhill will also advertise in the 
trade press, and a new brochure will be 
available to dealers. 

A complete mat service, including 
dummy ads for all dealers showing il- 
lustrations of all Parkhill’s current 
shoes, will be part of the Spring and 
Summer promotion plan. Reprints of 
all consumer ads will be prepared in 
the form of counter and window cards, 
bearing an inscription reading “As 
Seen In Glamour, ete.” 





Pfeiffer's Will Have 
New Dealer Helps 


Pfeiffer’s, Inc., of Worcester, Massa- 
chusetts, has set up an advertising ap- 
propriation for the first six months of 
1949 in the form of various dealer helps 
at point of sale. This includes a com- 
plete newspaper mat service and dis- 
play units for their Peddle Pushers, 
California Ropers, Casuals and Gay 
Toes evening sandals. 

The company will put more emphasis 
on the quality of the product, and later 
promotion of their main line of women’s 
novelty slippers for the remainder of 
the year. 





Three Magazines Will Carry 
Bulk of Portage Ads 


Portage Shoe Manufacturing Com- 
pany, Milwaukee, Wis., will use three 
magazines to carry the bulk of the na- 
tional advertising for Portage and 
Porto-Ped shoes in 1949. They are 
Collier’s, which will feature half-pages 
in color, Esquire and True. Trade 
paper advertising will be continued in 
BooT AND SHOE RECORDER and the Coast 
Shoe Reporter. 

Portage dealers will have a complete 
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newspaper mat service at their dis- 


posal, including prepared ads, indi- 
vidual shoe cuts, etc. 
Point-of-sale material will include 


window backgrounds, neon signs, win- 
dow cards, price tickets, panels, etc., 
available to all Portage dealers at co- 
operative prices. 

Post cards, folders and special mail- 
ing pieces will be included in the di- 
rect mail advertising program, which 
will also be available to all Portage 
dealers at special cooperative prices. 





Posner Expanding Its 
Advertising 


Dr. A. Posner Shoes, Inc., New York, 
plans to expand its local and national 
advertising by 30 per cent in 1949. Na- 
tional advertising will continue to ap- 
pear in Parents’ Magazine, Good House- 
keeping, Child Life, etc. Trade press 
advertising will also be continued. 

Dr. Posner plans an extended chil- 
dren’s radio show over WJZ in New 
York on Saturday mornings from 10.30 
to 11, featuring “Dr. Posner’s Big ‘N’ 
Little Club.” Dealer helps will be built 
around this radio show. The Baby 
Shoe Bar, successfully introduced at the 
show last November, will be promoted 
stronger than ever. 





Buntees to Continue 
Parents’ Magazine Ads 


R. J. Potvin Shoe Company, manu- 
facturers of Buntees, will continue the 
same advertising program for their 
Buntees moccasins in 1949 as they had 
in 1948, using BooT AND SHOE RECORDER 
to inform the retailers what they are 
doing to help them sell more shoes by 
their direct-to-the-consumer advertis- 
ing in Parents’ Magazine. 





Prima to Push 
New Line 


Prima, Inc., Columbus, Ohio, will 
center the bulk of its 1949 advertising 
effort on a new line of Prima Donna 
wedges and outside heels. These softies 
are a new addition to the Prima line 
and will be introduced in late Winter 
or early Spring with an extensive ad- 
vertising and merchandising program. 

Prima’s advertising plans for 1949 
will closely parallel the activity in 1948. 
Steady trade paper advertising will be 
continued, as well as consumer adver- 
tising. in young women’s fashion maga- 
zines. Direct mail to accounts will be 
stepped up over the 1948 amount, with 
further expansion of catalogs and mat 
service. 

Advertising of the basic Ballerinas 
by Prima will be lessened somewhat, 
with the dance shoe line advertising re- 
maining about equal with 1948. 





Samuels Will Have 
Two New Promotions 


Samuels Shoe Company, St. Louis, 


Mo., manufacturers of DeLiso Debs, 
will have two new promotions for 
Spring and Summer. The company an- 
nounces that Marjorie Wilten Advertis- 
ing Agency has been retained to handle 
the DeLiso Deb account. Present plans 
call for continuation of the use of na- 
tional advertising through Vogue, 
Harper’s, Mademoiselle and Charm. In 
addition, dealers will be furnished with 
the regular mat service. 





Selby Will Run Consistent 
Monthly Program 


During the Spring and Summer 
months, Selby Shoe Company of Ports- 
mouth, Ohio, will be running a con- 
sistent monthly schedule of four-color, 
bleed page magazine ads in Ladies’ 
Home Journal, Woman’s Home Com- 
panion, McCall’s, Charm, Good House- 
keeping, Vogue, Harper’s Bazaar and 
Mademoiselle. Advertising in the trade 
press will also continue at past levels. 

For each brand, definite local adver- 
tising plans consisting of newspaper 
mat service, direct mail, posters, win- 
dow cards, price tickets, display signs, 
etc., will be provided in a portfolio sent 
to all dealers. 

W. F. Hooley, Jr., assistant manager 
of the advertising department, says, 
“The company is firmly convinced that 
in the present competitive market sales 
will go to those dealers who are ag- 
gressive in their thinking, and particu- 
larly in their promotion. Consequently, 
we have planned to provide our dealers 
with every possible bit of ammunition 
that will make them stronger than their 
competitors.” 





J. P. Smith Expanding 
National Campaign 


J. P. Smith Company of Chicago, 
Illinois, is expanding its national cam- 
paign to include Woman’s Home Com- 
panion for British Walker women’s 
shoes and Look for British Walker 
men’s shoes. Several new display fea- 
tures for retail stores have been de- 
veloped. 

According to Marshall B. Cutler, 
company official, the general plan of 
promotion for British Walker shoes will 
not be fundamentally changed in 1949. 
The new type of dealer newspaper serv- 
ice started in 1947 was so well received 
it will be continued about as is. The 
total investment in British Walker ad- 
vertising for 1949 will be a trifle larger 
than in 1948. 





Stacy-Adams Will 
Supplement News Ads 


Stacy-Adams Company, Brockton, 
Massachusetts, will supplement their 
1949 newspaper advertising program 
with a retail advertising service, in- 
cluding mats, copy data and store dis- 
play material. Some magazine adver- 
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tising is planned. Trade media will be 
used to keep retail buyers posted on 
the latest Stacy-Adams style innova- 
tions. 





National Program 
For Stetson 


National magazines will be # major 
feature of the Spring 1949 advertising 
program on Stetson Shoes for Men. The 
space will consist of half-pages in both 
black and white and full color, and will 
run through the months of April, May 
and June. 

This advertising will be backed up by 
a complete line-up of dealer helps, 
available to all holders of the Stetson 
franchise. Among the assistance being 
offered to Stetson dealers, as a supple- 
ment to the national program, will be 
complete, prepared newspaper ads, a 
mat service on all styles of shoés in the 
line, window cards, lighted signs, plas- 
tie window signs, glass signs, price 
tickets, book matches, bridge and gin 
rummy score pads. 


The Stetson salesmen are equipped 
with an advertising portfolio featuring 
all of these dealer helps. This presen- 
tation is shown to all dealers by the 
salesmen as they make their calls. 





Stewart-Romero Will Use 
Four-Color Reprints 


Stewart-Romero Boot Co., Los An- 
geles, California, are preparing a re- 
print of their four-color folder which 
will include several new styles for the 
1949 season and in multiple four colors. 

New electric display signs will be 
made for their dealers showing the Cali- 
fornia-styled boot in colors. These will 
be ready for delivery by the first of 
March, the company reports. 





Stone-Tarlow Introducing 
New Elevator Shoe 


Stone-Tarlow Co., Inc., Brockton, 
Mass., will introduce this Spring, in 
addition to their regular Elevators line, 
a new, miracle Elevator shoe that looks 
exactly like ordinary shoes, but will 
make a man considerably taller. This 
innovation is achieved by inner con- 
struction only, so that the outward ap- 
pearance of the shoe is just like any 
smartly-styled shoe. 

According to Ben Stone, head of 
Stone-Tarlow, the addition of the new 
Elevators will more than quadruple the 
market for this type of shoe and will 
lead to greater sales for stores that 
promote them. In order to stimulate 
consumer demand and acceptance, the 
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largest amount in the history of the 
company is being appropriated to pro- 
mote the unique advantages of being 
taller in shoes that look like regular 
shoes. The campaign will include full 
page ads in full color in national maga- 
zines as well as participation on at 
least six coast to coast radio programs. 
Advertising and promotional activi- 
ties for 1949 will be stepped up consid- 
erably over the 1948 budget. Promo- 
tion of regular Elevator shoes will con- 
tinue at the same consistent pace. 


Mr. Stone states in addition: “We 
are developing a new plan of dealer co- 
operative advertising which will result 
in more lineage being used by our cus- 
tomers in their local newspapers and 
which will include full pages in full 
color in the magazine sections of lead- 
ing newspapers in principal cities 
throughout the country.” 

By arrangement with their agency, 
Emil Mogul Company, Inc., a Dealer’s 
Service Bureau is being inaugurated 
through which retailers handling Ele- 
vators will be able to call on the adver- 
tising agency for advice and counsel on 
local promotion of the height-increasing 
shoes. 

To supplement this Dealer’s Service 
Bureau, an extensive kit of dealer pro- 
motional material is being prepared. 
This will include a new and novel ad 
mat service, fluorescent window and 
counter signs, statement enclosures, 
The Stone-Tarlow Blue Print for Sales, 
traveling window-action display, tag 
booklets and spot radio transcriptions 
with a full series of live radio commer- 
cials to be used in conjunction with the 
recordings. 





E. E. Taylor Featuring 
In-Stock Service 


E. E. Taylor Corporation, Boston, 
Massachusetts, has Spring plans calling 
for a continuous promotion of an un- 
usual in-stock proposition designed to 
enable retailers to maintain a fast, flex- 
ible inventory operation on shoes of a 
promotional character. 


Taylor will carry 90 styles in stock: 
75 styles in the Taylor-Made line and 
15 genuine moccasin hand-sewn styles 
in the Taylored Moccasin line. High- 
lighting these styles will be leathers and 
patterns which few manufacturers 
could attempt on a stock basis, accord- 
ing to George Carroll of the advertising 
department. He added, “The extra- 
ordinary scope and range of these styles 
will make our in-stock proposition ex- 
tremely attractive to retailers in view 
of today’s low-inventory buying pat- 
tern.” 


Styles featured nationally in Col- 


lier’s, Esquire, and Newsweek will pro- 
vide the nucleus of a series of outstand- 
ing style groups available from stock 
and presented to the trade through 
direct-mail and trade-paper advertising. 
Mr. Carroll said, “We want to point out 
that direct-mail and trade-paper adver- 
tising covering individual style groups 
will be carefully timed to reach retailers 
four weeks before the date of each re- 
lated national ad.” 

National promotion of the Taylored 
Moceasin will feature full pages in 
Esquire. These full page insertions will 
emphasize the construction, style and 
comfort features in the genuine hand- 
sewn moccasins. All nationally-adver- 
tised styles, as well as other exclusive 
styles, will be available on an in-stock 
basis. 





Trimfoot to Continue 
Tell-Tale-Toe Story 


Trimfoot Company, Farmington, Mis- 
souri, creators of the Tell-Tale-Toe 
growth registers, will continue to run 
advertisements in publications going to 
mothers of small children. In addition, 
full page space in a pediatric journal 
will be used. Two-thirds page color 
ads will carry the Tell-Tale-Toe story to 
the consumer, and this story will con- 
tinue to be an important part of Trim- 
foot promotion. 

Displays, fitting aids, booklets and 
other dealer helps as well as a complete 
mat service, are available to Trimfoot 
dealers. A folder listing this material 
may be obtained by writing the com- 
pany. 





Gold (Red) Cross Plugging 
idea Advertising 


Gold (Red) Cross Spring and Sum- 
mer advertising and promotion is built 
around the thought of “Ideavertising” 
—ideas powered by the greatest na- 
tional advertising in the history of the 
U. S. Shoe Corporation. These ideas 
can be used by retailers in newspaper 
advertising, display and direct mail to 
increase store traffic, store volume and 
store profits, according to Charles H. 
Butler, merchandising and advertising 
manager. 

Included in the list of publications in 
which Gold (Red) Cross advertise- 
ments will appear are: Life, Ladies’ 
Home Journal, Charm, Mademoiselle, 
Vogue, Seventeen, Glamour, The New 
York Times and Chicago Tribune. 
Eight new direct mail ideas and a new 
set of publicity photographs are in- 
cluded in the new promotion portfolio 
being distributed to dealers throughout 
the country. 
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THE “INVISIBLE” SHOE FORM! 
FITS ANY SHOE! FITS EITHER SHOE! 


One form for all sizes and styles... casuals, high heels, slings, ankle 


EASY TO INSERT * GUARANTEED UNBREAKABLE 
$1 5.00 per dozen pair. 


(Orders for six pair or less will be sent C. O. D.) 
See your local jobber or order direct. 


Write for catalog, “MODERN DESIGN ON DISPLAY.” Illustrates individual 
plastic display fixtures. No obligation, of course. 


Trade Mark registered.* 


GER KENT COMPANY... Pleats 


Representatives in principal cities. 
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straps, etc. Looks like human foot yet does not hide trade mark on insole! | 4 












ANNOUNCING 


YOUTHFUL DANCING SHOES 
FOR AMERICA’S DANCING 
DAUGHTERS zi 


Genuine Patent 
Leather or White 


Elk 
Lip Taps—Cleated 
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Manufacturing and Markets 
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primarily in novelty types, going easy on,staples. Buying 
was a bit active, but on a cautious plane. Reason given 
for this was that January sales helped to cause some gaps 
in inventories which needed to be filled. Price became a 
strong factor, quality for price being the most sought 
after combination. One manufacturer said, “The buyers 
cannot buy as much as they want, and they are begging 
for something more reasonable in price range.” Another 
manufacturer emphasized the importance of brand names 
on shoes with a reputation for quality and workmanship. 
He said, “We believe in branded merchandise, for buyers 
recognize that certain brand names mean reliable and de- 
pendable merchandise and will buy them.” 


Medium priced lines were getting considerable atten- 
tion, but this does not mean that the higher priced lines 
were being neglected. Several high priced manufacturers 
reported that they were doing capacity business—although 
there were some in this category who used a stronger term 
than “poor” to describe the low state of their business. 
Manufacturers stated as one that although there is price 
resistance and price consciousness, there wasn’t much that 
they could do to eliminate it, simply because materials and 
operating costs still remain high. It was pointed out that 
the January sale prices were only temporary. 


Production is reported to be picking up, especially by 
those who said it was creeping along several weeks ago. 
There were exceptions, but over-all production was gather- 
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ing some speed. Manufacturers are working on February 
and March orders, with some up to April 15th. 





Potter’s Grow-Fit Department 
[CONTINUED FROM PAGE 72] 


address, date of birth, date the shoe was purchased, name 
of the salesman, style of the shoe, the size, and finally the 
name of the supervisor and any remarks he wishes to make, 
name of the supervisor and any remarks he wishes te make. 


Another card, a larger one, serves a very different pur- 
pose. If the child has not been in for two or three months 
for a check-up or a new fitting, the salesman who made 
the fitting sends one of these cards to the home to remind 
the parents of their obligation. 

The card contains a picture of a child standing on the 
eye-level ramp, the supervisor making his observation, 
and an X-ray. In addition, it carries the following message: 
“We like to feel that our job of running a shoe store goes 
beyond just selling shoes, and our sense of responsibility 
is strongest with children’s shoes. For that reason we 
constantly check our young customer’s files. Will you 
come in and let us check the size for you. This we con- 
sider a part of our Grow-Fit Service.” The parents’ re- 


-sponsibility begins where Potter’s responsibility ends. 


The Grow-Fit Department of Potter’s Shoe Store stands 
in the same relation to its child customers as the eye 
specialist stands in relation to his patients. Each assumes 
the responsibility of notifying the customer of negligence. 
Neither can be wholly successful without the cooperation 
of others concerned. 








5203 CHILD'S &/-12 
N & M Widths $2.55 
5204 MISSES' 124-3 
N & M Widths 2.65 
ING GIRLS" 49 
i IN E 
Ha dancing shoes for happy dancing feet. 
sciutillating pF to catch the eye and N & M Widths 
delight of the heart of every gal from teens alae 
thru twenties. Step out this dancing season be fe 
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Printing the Advertisement 


Planographic Printing 

This process prints from a smooth 
surface. The printing design is even 
with the non-printing design. It 
utilizes the basic principle that oil and 
water do not mix. The image is placed 
upon the face of stone or metal with a 
greasy paint or crayon. The non- 
printing surface is dampened with 
water. An ink roller deposits greasy 
ink on the greasy design. The remain- 
ing surface, covered with water, re- 
pels the ink. Then when paper is ap- 
plied, the image is transferred “plano- 
graphically.” The image, incidentally, 
can be placed upon the surface either 
by hand or photographically. 

The most common use for the plano- 
graphic method is outdoor signs, car 
ecards, posters, etc. This process is 
often called “lithography.” 

Another offspring of the plano- 
graphic process is photo-offset which 
prints most of the direct mail pieces 
used today. Planographic printing also 
includes “multilith” (used mostly for 
duplicating letters) which is actually a 
small offset machine. 

Although letterpress can be used for 
direct mail, the planographic process 
is most commonly used for the follow- 
ing reasons: 

1. It results in a soft tonal effect im- 
possible to achieve with letterpress. 

2. For halftones, especially photo- 
graphs, very fine screens can be used 
on comparatively rough paper. 

3. It eliminates the use and there- 
fore the cost of a new plate for each 
job. The same plate can be re-used 
over and over again by washing off the 
greasy design. In short runs, this can 
amount to a large percentage of the 
total cost. 


Intaglio Printing 


This method prints from a depressed 
surface, most commonly used for roto- 
gravure supplements and engraved 
letterheads. The printing elements, be- 
low the surface of the plate, are made 
by photoprinting and etching. In roto- 
gravure, the round or curved plates 
contain millions of tiny cups (about 
22,500 to the square inch), each pos- 
sessing a different depth, resulting in 
varied tones. These cups carry a water 
ink (on the rotary press) from the 
trough to a continuous web of paper. 


Use of Color 


Color, which can be used in all three 
processes, is especially adaptable to 
rotogravure. Most Sunday newspaper 
supplements are in color rotogravure 
and this is where you may have con- 
tact with it. It is excellent for mail 
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order, or ads which solicit business by 
mail. Here, you can portray your prod- 
uct in full color with a fine screen and 
on newspaper stock. 


Silk Screen Process 


Although unique in itelf, this is ac- 
tually a combination of planographic 
and intaglio. It is used to produce win- 
dow displays, counter cards and the 
like. Because it is a hand process, it is 
suitable only for small quantities 
(about 25 to 500). It can print on 
wood, cloth or glass and is distingushed 
by its bright and brilliant colors. 

During the course of one year, the 
shoe merchant who advertises generally 
will have made use of all methods of 
printing. He runs weekly ads in the 
local newspaper which employs the let- 
terpress method. He sends out direct 
mail pieces to his customers and uses 
the planographic process. He may run a 
mail order campaign in the Sunday sup- 
plement and his ads will appear in in- 
taglio. He will surely need price tags, 
window cards, etc., at which time, he 
will employ the silk screen method. 


Rules to Follow 


Each process, he will find, serves a 
purpose and serves it well. Sometimes, 
these printing processes can be inter- 
changed and savings accomplished. 
Here are a few important rules which 
might be followed: 

1. Always consult a specialist before 
planning a promotion piece. Determine 
which process best fits your particular 
needs as far as cost and effectiveness 
are concerned. 

2. Always get more than one bid for 
a mailing piece. This will give you the 
average market prices. Ask to see 
samples of work of the advertising 
firm. 

3. Always save original illustrations. 
both art work and photographs. They 
can be used for more than one job in 
each process. If a mailing piece is 
made in offset lithography, save some of 
the type proofs from the typographer 
(he usually gives you five or six). Parts 
of these are always useful for future 
use. 

4. Quantity sometimes determines 
the process to be used. For example, in 
short runs where the cost of an engrav- 
ing results in a large part of the total 
cost, offset (which uses no engraving) 
is cheaper. For large runs, however, 
letterpress usually serves more eco- 
nomically. 

5. Study your problem carefully be- 
fore making a decision. Get all details 
necessary before starting. Then, turn 
out a piece that will sell merchandise. 


The Ad-Viser Clinic 


The author solicits readers’ advertising 
problems which will be treated in the 
Ad-Viser Clinic. Send your problems and 
your ads to Mr. Settel, care of BOOT AND 
SHOE RECORDER. There is no charge for 
this service. 

Dear Mr. Settel: 
Have you found out where an Adver- 
tising Dictionary can be purchased? 
Sincerely, 
Carl A. Safford 
Safford Shoe Stores Co. 
Mexico, Mo. 


Dear Mr. Safford: 

Thank you for your letter of October 
19 directed to me in care of BooT AND 
SHOE RECORDER. 

I have made a complete survey of the 
field but unfortunately have been un- 
able to locate an Advertising Diction- 
ary. The closest to such a text I have 
found to be the Production Yearbook, 
published by the Colton Press, 468 
Fourth Avenue, New York City. Among 
a wealth of production information, 
this book contains the most comprehen- 
sive dictionary on advertising avail- 
able. 

I hope that I have been of service to 
you. 

Sincerely, 
Irving Settel 
Dear Mr. Settel: 

I have recently opened an exclusive 
women’s and children’s shoe store in 
Albuquerque, and the articles appear- 
ing in the Boot AND SHOE RECORDER in 
regard to advertising were read by me 
with a great deal of interest. 

I am interested in knowing if there 
is a book published on advertising, es- 
pecially if it deals with a phase of ad- 
vertising by direct mail. If you know of 
such a book, I wish you would please 
send me the name and also where it can 
be obtained. 

When I first opened my store, I sent — 
credit cards to 500 prospective accounts 
in our area, and the results obtained 
from these credit cards were not as 
high as I anticipated. If you can give 
me any helpful hints as to how I can 
follow up these credit cards with di- 
rect mail advertising, I will appreciate 
it. 

For your information, I operate a 
suburban store, and we have a potential 
of about 8000 customers. 

I will appreciate your advising me on 
this as soon as possible. 

Very truly yours, 
W. H. Sargent 


Sargent Shoes 
Albuquerque, N. M. 
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Custom Order Trend Seen Limiting Pair Sales 


Need for More Comprehensive In-Stock Service Today 
Forms Definite Problem in Women’s Shoe Business 


THE feed lines of men’s shoes— 
stretching from the factory to the re- 
tailer’s stock shelves—have about three 
times the service potential offered gen- 
erally by makers of women’s footwear. 
In the last issue of Boor AND SHOE 
RECORDER, a survey report was pub- 
lished on the gradual resumption of 
in-stock shoe services by manufactur- 
ers. That was the over-all picture. 

Introspectively, the situation does 
not encourage hopes for raising the per 
capita consumption of women’s shoes 
to where it belongs because not enough 
makers have shoes in-stock. While the 
men’s trade is pinched by curtailed con- 
sumer buying and less loss of pairage 
over the fitting stool due to inadequate 
selling stocks, retail sales of women’s 
footwear are missed continually 
through short supplies of wanted styles, 
colors and leathers. , 


Men’s Manufacturers Have 
In-Stock Service 


The significant difference is that 
manufacturers of men’s shoes rely upon 
their in-stock systems to feed immedi- 
ate fill-ins to retailers. Women’s shoe 
factories, on the other hand, are op- 
erating on a custom order basis with a 
handful of exceptions. 


In retail circles, complaint is heard 
that independent merchants are carry- 
ing too big a bag for the women’s trade. 
The retailer claims he is turning the 
wheels within his industry. To get 
shoes, he has to place a make-up order. 
His manufacturer then produces shoes 
cut from leather bought for that order. 
Since retail conditions are generally 
uniform, a great many stores place 
business about the same time. This 
piling up of factory business forces the 
manufacturer to bid for leather in peak 
periods and thereby pay higher prices. 

Since present cost levels and tight 
watch over inventories demand caution- 
ary buying, the retailer’s size schedules 
are highly minimized. As the shoes ar- 
rive in stores and are sold, the buyer 
faces the dilemma of reordering on a 
make-up basis requiring a delivery 
allowance of four to six weeks or quit- 
ting on a good selling pattern or color. 

Even on eperas and simple strap 
patterns, many. stores are unable to get 
their featured brands replaced quickly 
from factory reserves. The women’s in- 
dustry is short-changing itself by many 
millions of pairs each season as a re- 
sult. 
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by T. H. BROWN 


In the decades preceding the last war, 
make-up business was confined gen- 
erally to the greater New York group 
of high grade shoes. Today, most of 
the women’s shoe industry operates on 
a custom order basis in the respect that 
shoes are available only upon fulfill- 
ment of make-up orders. 


Over-Conscious of 


Dealer Franchises 


Some critics of the situation point 
out that women’s shoe manufacturers 
who advertise nationally have tended 
to an over-consciousness of dealer 
franchises. Several instances are re- 
ported of store refusals to support ad- 
vertising in magazines by buying new 
patterns when they are already missing 
business on good selling numbers. 

Dependent upon stores featuring 
their trade marks, many makers of 
women’s shoes rest their production 
and sales facilities after makeup busi- 
ness is completed. Only a handful of 
style shoe factories are presently in a 
position to replenish the sizes needed 
by accounts within two to three days. 
Yet the same manufacturers bitterly 
complain about the flow of special 
orders for single pairs received from 
stores for individual customers who 
will pay the premium for special han- 
dling and wait for their delivery. 

The best proof of the trade’s need 
for more stock services by manufac- 
turers is the great stride made by job- 
bers of style shoes since the war. If 
the jobber’s investments are profitable. 
certainly every manufacturer should 
have confidence enough in at least one 
pattern in his line to stock it in the sea- 
sonal colors and leathers. . 

A timely case in point is the white 
season. Formerly, the well-organized 
factories bought white leather in the 
season ahead of delivery; cut that white 
stock during the lull weeks and mer- 
chandised the shoes: (1) having the 
sales staff push the numbers made in 
advance; (2) replace the purchased 
stock in April and May with reserve 
supplies of the volume patterns for im- 
mediate fill-in needs of any account, 
and new accounts. too. 

Today, the retailer will not reorder 
white shoes on a make-up basis after 
July 1st even though his selling stock 
is completely shot. Ten years ago, 
manufacturers operated successful in- 
stock departments of white shoes right 


through July and early August. If 
similar operations existed now, the mer- 
chant would fill-in repeatedly through 
July, even crossing over to brands other 
than those regularly featured. 

Nationally-advertised lines know 
four months ahead which shoes will be 
featured in April, May and June. Fac- 
tories know by the way orders come in 
for these promoted patterns which 
justify an investment for in-stock 
whites in June and July. 

Immediate availability of size-ups 
would encourage thousands of stores to 
reorder and hold-up the clearances 
which otherwise have taken place just 
when the public at large finds a new 
pair of white shoes essential. This 
prolongation of the white shoe selling 
season alone can bring a million or 
more pairs through retail cash regis- 
ters. Add up the potentials existing in 
other seasonal shoes and the fact 
becomes clear— manufacturers of 
women’s shoes are depriving themselves 
and their customers of vast pairage. 

Does the manufacturer risk too much 
in building this kind of service for his 
accounts, or offering his stock shoes 
unbranded to the trade at large? 
These advantages are indicated: (1) 
Leveling the production loads. Instead 
of working his plant at capacity in 
shortened seasons, the factory opera- 
tions can be extended with efficiency, 
and better workmanship obtained 
through uniform distribution of work. 
(2) Less overtime is encountered, such 
as is likely when important customers 
place late orders against specified 
early deliveries. (3) Fewer special 
orders need be handled. (4) Desired 
sortings and deliveries of leather are 
more available through forward plan- 
ning and often at a better price than 
at times when every manufacturer is 
in the market. (5) In-stock systems 
enable sales to extend beyond fran- 
chised dealers if need be. (6) Retail 
accounts can be relieved of unbalanced 
stocks by shifting one schedule of in- 
ventory to other stores with the “holes” 
filled in from the factory. 





Health Shoe Store Opened 
HoLLywoop, CaL.—Carmac’s Health 
Shoe Salon of Santa Monica, Cal., has 
opened up a second unit at 6730 Holly- 
wood Boulevard. Orthopedic shoes for 
men, women and children are carried. 
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The Ad-Viser Clinic 
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Dear Mr. Sargent: 

Thank you for your letter of October 
12 directed to the Ad-Clinic in Boor 
AND SHOE RECORDER. 

There are a number of books on the 
market dealing specifically with direct 
mail. Two of the best are, Successful 
Direct Mail Methods by John K. Crip- 
pen, McGraw Hill Publishing Co., New 
York. Effective Direct Advertising by 
R. E. Ramsay, D. Appleton Century 
Co., New York. 
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I do not know why your 500 credit 
cards did not achieve the results you 
anticipated. Many factors, unknown to 
me, may have entered into the situation. 
For example, your list may have been 
a poor one. Perhaps the letter which 
accompanied the card was not simple 
enough or strong enough. 

In any case, we must remember that 
500 names are a very small amount for 
an average mailing. Try to build up 
your list to at least 1000 or more. Try 
regular mailings of inexpensive first 
class postcards, perhaps once a week. 
Offer a special on each or an occasional 
free gift for the children. Keep promot- 


ing and you will keep building. In addi- 
tion, have you tried newspaper and 
radio advertising? 

In the near future, the Ad-Viser in 
Boor AND SHOE RECORDER will take up 
the subject of direct mail. In it, I am 
sure that you will find a great deal of 
information which will be helpful. 

Sincerely, 
Irving Settel 





Shoe Promotion Plans 
For Spring 
[CONTINUED FROM PAGE 90] 


Vaisey-Bristol to Step 
Up Advertising 

Vaisey-Bristol Shoe Company, 
Rochester, New York, will step up con- 
sumer advertising in 1949-to keep pace 
with its increased production. 

New and sales tested dealer helps 
are also in preparation to assist them 
in doing a better sales job. 





Virginia Will Preserve 
Baby's First Shoe In Bronze 


Virginia Shoe Company, Fredericks- 
burg, Virginia, makers of Play-Poise 
children’s shoes, is offering its dealers 
a unique promotional item: preserving 
babies’ first shoes in bronze. “Every 
parent is an enthusiastic prospect,” 
sales manager R. H. Foster points out. 

Other services provided are free mat 
service, free car cards, free window and 
counter cards, free mounted proofs of 
Parents’ ads, free radio spot announce- 
ment recordings (40-second open end 
spots for local stations), free price 
ticke*s, direct mail file (furnished on a 
cooperative basis) and bill inserts, also 
turnished on a cooperative basis. 





Vogue Shoe Co. Will 
Use Color 


Vogue Shoe Company, Los Angeles, 
California, will launch a national adver- 
tising campaign, aimed to bring more 
customers into stores asking for Holly- 
wood Skooters, in the March issue of 
Mademoiselle. This will be Vogue’s first 
run of color ads. More of this type of 
item promotion is planned through the 
year in fashion and women’s magazines. 

Early in January, each retailer will 
receive a 40-page catalog and mat man- 
ual. Each shoe in the line has a corre- 
sponding mat with at least two views 
of the shoe, corresponding copy and a 
fashion spot sketch to tie up the national 
selling theme, “Skooters are Cuter.” 
These mats will be furnished free, along 
with window displays and counter 
cards. 

At the same time, Vogue reports, it 
will maintain its consistent trade maga- 
zine advertising to give dealers advance 
information about new styles, new ads. 
The direct mail program to dealers, in- 
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- Shoe News 


RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


Better Shoe Business Predicted in 1949 





Julius G. Schnitzer, Government Expert, at NESLA Annual Meeting 
in Boston Says Major Factor in Coming Improvement is 
Depletion of “Closet Inventories” 


BostoN—A prediction that Spring 
will see an increase in the buying of 
shoes at retail “greater than the usual 
replacement buying” and a suggestion 
that legislation be passed giving to in- 
dustry committees the right to increase 
the minimum wage in certain low-wage 
industrial areas and thus enable manu- 
facturers in higher-wage areas to com- 
pete more nearly on the same level of 
costs were highlights of the 80th annual 
meeting of the New England Shoe and 
Leather Association, held here Jan 12. 

Frank S. Shapiro, Consolidated Na- 
tional Shoe Corporation and the Ameri- 
can Girl Shoe Company, was elected 
president of the association for the 1949 
term. 





FRANK S. SHAPIRO 


The prediction of better things to 
come in the shoe industry was made by 
Julius G. Schnitzer, chief, Textile and 
Leather Branch, United States Depart- 
ment of Commerce. The suggestion of 
the industry committees with their 
mandatory powers was made by Sec- 
retary of Labor Maurice J. Tobin at a 
press conference preceding the meeting 
and referred to again briefly during his 
address to the more than 800 members 
and guests at the annual banquet. He 
also favors one union per industry to 
replace the dualism now existing in 
many. 

Prior to discussing the shoe industry, 
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Mr. Schnitzer forecast a further de- 
crease this year over last in the domes- 
tic production of bovine hides and skins 
as well as in sheep and lambskins, but 
said he is convinced “that we will be 
able to obtain as many foreign hides 
and skins as we want in the present 
year, although there may be temporary 
situations when such imports might be 
difficult. Dollar shortages abroad should 
continue to encourage movement of for- 
eign hides and skins to the United 
States.” Discussing the retail outlook, 
Mr. Schnitzer said: 

“From analysis of available facts, I 
believe that pairage sales at retail will 
be higher in 1949 than in 1948. Several 
factors are responsible for this predic- 
tion, but the most important is the fact 
that many consumers have been using 
up their closet inventories during the 
past two years. They have been doing 
this in their efforts to resist the shoe 
price levels. Wardrobes of a number 
of consumers are almost depleted and 
will have to be replenished. With the 
backlog of consumer durable goods 
partly filled, more of the expendable 
income can be used for footwear. 

“Don’t misunderstand this statement. 
I mean that purchases will be greater 
than the usual replacement buying. 
How much of this potential increase in 
sales is actually accomplished during 
the year depends a great deal upon the 
salesmanship of the retail clerks. The 
market is there, but in some cases it will 
take selling tc obtain full advantage of 
the situation, a moral for the entire 
industry. 

“If any of you have doubts regarding 
the pent-up demand for footwear, I 
would suggest that you talk to some of 
the retailers who recently held real 
mark-down sales. Most of them are 
certain to tell you that the number of 
buyers coming to their stores as a re- 
sult of advertised price reductions and 
the actual volume of resulting sales 
was surprising. 

“Several other factors strengthen my 
opinion of greater shoe volume in 1949. 
For example there are the large sav- 
ings still stored by the public, esti- 

[TURN TO PAGE 100, PLEASE] 


St. Louis Show to Be 
In Four Hotels 


St. Lovis—More specific plans for 
the Third Fall Showing of the members 
of the St. Louis Shoe Manufacturers 
Association, to be held here April 27 
through April 30, were announced re- 
cently following a meeting of commit- 
tee heads with Arthur Gale, association 
secretary. 





HARRY BENNIGSON 


Because of the shortage of hotel 
sample room space, it was made known, 
the showing will be limited to St. Louis 
manufacturers and members of allied 
trades. Reservations have been made 
at the Statler, Lennox, DeSoto and 
Mark Twain Hotels here by exhibitors, 
the Jefferson being unavailable due to 
previous commitments. It was pointed 
out, however, that while sample room 
space was tight there would be plenty 
of hotel space available for visiting 
buyers, provided they made early res- 
ervations. 

A feature of the showing will be a 
proclamation by the mayor of St. Louis 
of “St. Louis Shoe Week,” and there 
will be an historical display of the St. 
Louis shoe industry to be presented by 
the Boatmen’s National Bank in the 
bank’s display windows. Manufactur- 
ers here also are promoting the event 
through their salesmen and mention of 
it on their letterheads. 

Committee chairman of the showing 
is Harry Bennigson, with Fred Weber in 
charge of housing; A. J. Brauer, Jr., 
publicity; A. L. Johnson, program; and 
Archie Bregman, entertainment. 
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Striking Color Scheme in Shoe Salon 





Green, gold and rose are used effectively in the newly modernized main floor shoe 
department at Kline's, St. Louis. Note the sweeping curve of the walls at the left. 


St. Lours—Kline’s, Inc., completed 
the first step of its major modernization 
program when the completely remod- 
eled exterior and main floor were dis- 
played to the public recently. The pro- 
gram will eventually include the entire 
Kline Building at Sixth Street and 
Washington Avenue. 

With the completion of the remodel- 
ing, the main floor shoe department at 
Kline’s—operated by Wohl Shoe Com- 
pany of St. Louis—enters a new phase 
of its 16-year history as it makes a 
strong bid for the title of the city’s most 
attractive shoe salon. The 54-chair de- 
partment is completely modern, done in 
a soft decor of green, gold and rose. 


One wall, fashioned in a strikingly- 
designed curve, has been covered with 
an applique of “tea-box” gold leaf 
paper especially imported from China; 
the chairs against that wall are uphol- 
stered with a rose fabric, and the 
shadow box interiors are rose. The fac- 


ing wall and the front are painted in 
rose, with chairs upholstered in a me- 
dium green that echoes the green twist 
carpet. 

Exposed woodwork—display tables, 
chair frames, etc.—is of limed walnut. 
Lights in the off-white ceiling are of the 
semi-indirect incandescent type, supple- 
mented by cold cathode cove lighting 
along the top of the walls. Two big 
stockrooms with their new shelving 
and wrapping facilities, can accommo- 
date 6000 pairs of shoes. 

Remodeling is also slated for the 
basement shoe department and the sec- 
ond floor children’s shoe department, 
both operated by Wohl Shoe Company, 
which also operates the shoe depart- 
ment in the other Kline’s Stores—the 
fourth floor in Detroit, the fifth floor in 
Cincinnati, and the mezzanine, base- 
ment and children’s shoe departments 
in Kansas City. 





NYSSRA to Meet 
In February 


ROCHESTER, N. Y.—Robert F. Dacey, 
president of the New York State Shoe 
Retailers Association, announces that 
the Winter meeting will be held Sun- 
day, February 13 at the Hotel Onon- 
daga, in Syracuse. Dinner will be serv- 
ed at one P. M., followed immediately 
by a business session and, since the as- 
sociation was organized in 1919, by a 
celebration of its thirtieth anniversary. 
It has been requested that reservations 
be sent direct to President Dacey, care 
- a Empsall Company, Watertown, 

Business before this important meet- 
ing will include election of officers; 
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proposed expansion of the policy of 
zoning the state and having meetings 
in several cities; and a discussion of 
the possibility of reviving the annual 
shoe trade show under association 
auspices. 


To Open Branch Store 


Los ANGELES, CALIF.—The J. W. 
Robinson Company will open a new 
unit in Beverly Hills about the first of 
February when they take over the 
building on North Beverly Drive which 
is now the location of Adrian’s. A spe- 
cial room will be devoted to the col- 
lection installed by Adrian. The shoe 
department will be operated by Robin- 
son’s. 








Dates to Remember 


Market Week, Ak-Sar-Ben MAC, Omaha, 
Nebraska. February 5, 6, 7, 8, 
Sixteenth Semi-Annual Allied Shoe Prod- 
ucts and Style Exhibit, Hotel Belmont 
Plaza, New York March 6, 7, 
Michigan Monthly Shoe Show, Michigan 
Shoe Travelers’ Club, Statler Hotel, 
Detroit, Mich. March 6, 7, 8, 
Opening of American Leathers for Fall, 
Tanners’ Council of America, Waldorf 
Astoria Hotel, New York. 
March 8 and 9, 
Shoe Show, Shoe Travelers’ Association 
of Chicago, Hotel Morrison, Chicago. 
March 15, 16, 17, 
Spring Showing, Associated Shoe Trav- 
elers, Hotel Wisconsin, Milwaukee, Wis. 
March 20, 21, 22, 
Shoe Manufacturers’ Fall Opening, Man- 
agement Eugene A. Richardson Asso- 
ciates, Hotel New Yorker, New York. 
April 3, 4, 5, 6, 7, 
Fall Style Show, St. Louis Shoe Manu- 
facturers' Association, Statler, Lennox 
DeSoto and Mark Twain Hotels, St. 
Louis. April 27, 28, 29, 30, 
Shoe Show, Northwestern National Shoe 
Travelers’ Association, Hotel St. Paul, 
St. Paul, Minnesota. 
April 30, May |, 2, 3, 
Advance Fall Showing, Southeastern 
Shoe Travelers’, inc., Sheraton Bon Air 
Hotel, Augusta, Ga. May I, 2, 3, 4, 
Fall Shoe Show, Central States Shoe 
Travelers, Hotel Muehlebach and Phil- 
lips Hotel, Kansas City, Mo. 
May |, 2, 3, 
Fall Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City, Okla. May I, 2, 3, 
Fall Shoe Show, Pennsylvania Shoe Arav- 
elers' Association, William Penn Hotel, 
Pittsburgh, Pa. May 7, 8, 9, 10, II, 
Fall Shoe Show, Southwestern Shoe Trav- 
elers Association, Adolphus, Baker and 
Southland Hotels, Dallas, Tex. 
May 8, 9, 10, II, 
Fall Shoe Show, lowa Shoe Travelers As- 
sociation, Fort Des Moines Hotel, Des 
Moines, Ia. May 8, 9, 10, 
Grand Rapids Shoe Fair, Michigan Shoe 
Travelers’ Club, Pantlind Hotel, Grand 
Rapids, Mich. May II, 12, 13, 
Shoe Show, West Coast Shoe Travelers 
Associates, Plaza Hotel, San Francisco. 
May 15, 16, 17, 18, 
Shoe Show, Ohio Shoe Travelers’ Club, 
Hotels Gibson and Netherlands Plaza, 
Cincinnati, O. May 15, 16, 17, 18, 
Foot Health Week May 21-28, 
Popular Price Shoe Show, National As- 
sociation of Shoe Chain Stores and 
New England Shoe and Leather Asso- 
ciation, Hotel New Yorker, New York. 
May 23, 24, 25, 26, 
Fall Shoe Show, Indiana Shoe Travelers’ 
Association, Hotel Severin, Indianap- 
olis, Ind. June 5, 6, 7, 
Annual Shoe Show, Baltimore Shoe Club, 
Baltimore, Md. July 23-27, 
National Shoe Fair, Chicago, Ill. 
October 31, November |, 2, 3, 
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To Add Men’s Shoes 


DetroiIr—A men’s shoe department 
is to be added to the Dorow’s Men’s 
Wear store at Imlay City, Mich., in 
the Sprinz. The store was opened 
Dec. 1 by Cliff Dorow. 


Boot and Shoe Recorder 








Better Buying in 
New York Market 


New YorK—Members of the Guild 
of Better Shoe Manufacturers reported 
an encouraging buying period during 
their recent Warm Weather Openings. 

Open toes and open backs in pumps 
and sandals on platforms were popular 
choices with many buyers in placing or- 
ders for February and March and, in 
some instances, April deliveries. Plat- 
forms on these shoes ranged from one- 
quarter to one-half inch, with some 
three-quarters. More medium heels 
were wanted, according to Guild manu- 
facturers, than before. The range goes 
from 15/8 to 17/8 to 21/8, as reported 
by one very high style member. The de- 
mand for “medium” heels, 18/8, is defi- 
nitely growing. In patterns, sling 
pumps are very good and ankle straps 
increasingly popular. 

Black and navy blue suede and calf 
were top selling colors during the show 
week. Balenciaga and grey suede were 
also in strong demand. Avocado green 
proved to be the important green with a 
few style houses. Red and a brighter 
green sold well in snakeskins where this 
leather was being used. Red calf was 
also a popular color in calfskin. Black 
patent leather was also bought in limit- 
ed quantities, usually opened-up pat- 
terns. 

For Southern stores there was busi- 
ness in light-colored suedes and in white, 
some all-white and white with cobra in 
bright colors. Straw also sold and linen 
for dyeing and dark linens—black, navy 
and brown. 

It was apparent that many buyers 
who had delayed their purchases be- 
yond the usual time took advantage of 
this occasion to cover their needs on 
shoes they will require for Easter sell- 
ing. The late date of Easter, April 17, 
together with substantial inventories, 
and the somewhat unsatisfactory con- 
dition of retail trade, undoubtedly tend- 
ed to restrain some buyers from placing 
their usual orders earlier. Realizing 
that certain types of shoes would be 
needed and that they could no longer 
postpone their purchases, they came 
to New York in considerable numbers 
with the result that a wave of buying 
swept through the market. 

The question naturally arose in the 
minds of many shoe men as to whether 
or not this January pickup in Spring 
shoe buying meant that the shoe trade 
has definitely climbed out of the period 
of hesitation through which it has been 
passing for the last two or three 
months. The general answer seems to 
be that it is much too early to draw any 
such conclusion. Few if any manufac- 
turers here have any illusions as to 
what is happening in the industry and 
few doubt that the trade has returned 
to the practice of careful buying for 
early deliveries, or what was often de- 
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scribed as “hand-to-mouth” buying in 
the prewar period. Much as the manu- 
facturers would prefer to see it other- 
wise, the consensus seems to be that 
such conditions will continue indefi- 
nitely until and unless there is a decided 
change in the consumer’s attitude, which 
can hardly be foreseen at the present 
moment. 

Meanwhile, however, manufacturers 
and their sales representatives were 
generally well pleased with the results 
of the January showings, which will 
give the market a period of renewed ac- 
tivity between now and the opening of 
the early Fall lines. 


Store Specializes on 
Outsize Shoes 


Waco, Tex. — The Factory Outlet 
Shoe Store, a ladies’ shoe store, opened 
here recently, specializing on hard-to- 
get-sizes. The store manager is Ben 
Reed. Nationally-known shoes are car- 
ried. 


New Store in Miami 


MIAMI, F'LA.—Joel’s Shoes is a new 
shop opened at 34 N. Miami Avenue. 
It carries lines of nationally adver- 
tised brands, 
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French Louis heels aren’t as new 
as they look! “Star Brand” Shoes 
for Women featured them at the 
turn of the century—and carry 
them again today. We all get a 
smile out of fashion’s ever-changing 
mood; but, oddly enough, resent 
any attempts by anyone to alter 
a shoe’s value. Perhaps that’s why 
so many dealers rely on “Star 
Brand”—a trustworthy name for 
over half a century! 





ula tee ae wear 
. “popular styling — that’s the 
story of STAR BRAND success! 
“STAR BRAND has served mil- 
lions of satisfied customers in 
the past 50 years. Always a 
great repeat seller, it promises 

_ to become even more important 
in the tough selling period ahead! 


STAR BRAND 


SHOES 
FOR THE WHOLE FAMILY. 
Roberts, Johnson & Rand 
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West Coast Travelers Hold Installation 





WCSTA officers take oath of office which involved an admission, among other 
things, that each "is a heel without a sole." 


Los ANGELES — The second annual] 
installation of officers of the West 
Coast Shoe Travelers Associates, held 
in Los Angeles January 4 at the Elks 
Temple, attracted 135 shoe manufac- 
turers and their representatives from 
as far East as Maine, with a good 
representation of St. Louis shoe men. 

The badge of office for each officer 
was written on a leather heel for all 
except the installing officer, Harry J. 
Evans. By virtue of his being the presi- 
dent of the N. S. T. A., he was dec- 
orated with a whole sole symbolic of 
the whole-souled work done by him for 
the entire shoe industry. 

The whole show, conducted by Jack 
Evans, son of Harry Evans, consisted 
of various skits and a zaney four-act 
show presented by Murray Parker, just 
back from the Olson and Johnson show 
in New York. The highlight of the skits 
was one in which a long and serious 
speech was given pleading with the 
salesmen to be kind and lenient with 
the buyers concerning cancellations. A 
suggestion was made to encourage can- 
cellations of orders in order to build up 


good fellowship with the buyers after 
which the speaker was shot (with 
blanks, of course) from the wing and 
staggered off the stage still muttering, 
“Encourage them to cancel their 
orders!” 

Past President Jimmie Thompson 
was presented with an onyx desk pen 
stand, after which the new president, 
Walter Galvin, was installed resplen- 
dent in royal robe, crown, and scepter. 
His election was hilariously contested 
by one of the members who claimed to 
have already bought the office. Then 
the announcement of Harry Terhune as 
first vice-president was contested on the 
ground that he was too old. The climax 
came though when Gil Winneguth was 
about to be installed as second vice- 
president and the entire room full of 
people got up and started to leave. 
After the laughter subsided and Gil 
Winneguth recovered from the shock, 
the installation proceeded. 

The committee on arrangements in- 
cluded Gil Winneguth, Jack Evans, MC, 
Harry Terhune, Elmer Sikorski, Dean 
Phipps and Chairman Jack May. 





Association Executives 
Address Shoe Women’s Group 


New YorK — Speaking recently be- 
fore Shoe Women Executives, Inc., 
W. W. Stephenson, executive vice-presi- 
dent of the National Shoe Manufactur- 
ers’ Association, emphasized the im- 
portance of recognizing the fact that 
current business is good in the shoe 
industry, as good as it has ever been 
in peace time. He warned against what 
he considers an unfortunate tendency to 
talk “poor mouth.” 

L. E. Langston, executive vice-presi- 
dent of the National Shoe Retailers’ 
Association, expressed the opinion that 
women will become increasingly impor- 
tant in shoe retailing. He noted especial- 
ly their qualifications as experts on 


color, one of the weak spots in the in- 
dustry today, in his opinion, and the 
greatest single factor in making extra 
sales. 





Clothing Store to Operate 
Own Shoe Department 


BostoN—Effective Feb. 1, the Senack 
Shoe Company of St. Louis will cease 
to operate the shoe department in the 
high-grade women’s clothing store of 
E. T. Slattery Company at 155 Tre- 
mont Street, here, and the department 
will be taken over and operated by the 
store under the management of Jerry 
West, who, for seven years, has been 
with Dewees in Philadelphia. J. F. 
Mahoney, former manager, will remain 
with the Senack organization. 
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Leather Buying Is 
Not Overly Active 


CHIcaGo—Midwestern tanners are 
wondering where the hide market is 
getting its added strength, for, while 
there is a slightly firmer undertone to 
the leather markets, it hasn’t been 
strong enough to change quotations to 
any considerable extent. Reports have 
been received here for some time that 
there has been some pick-up in the 
leather business in the East. If that is 
so, and facts seem to substantiate it, 
there is nothing to show that it has 
spread westward. 

While some of the more courageous 
buyers are entering the market, much 
of the leather being purchased is for 
replacement or to improve inventories, 
still exceedingly low in some instances. 
Shoe manufacturers are awaiting de- 
velopments in the market that might 
establish more definitely the extent to 
which they should make purchases. As 
yet, théy haven’t had too much chance 
to test the market. In short, manufac- 
turers are keeping close tabs on condi- 
tions, and are particularly anxious for 
increased interest on the part of retail- 
ers before committing themselves on 
future leather purchases. 


Some selling is taking place in sole 
leather, but buying, while slightly bet- 
ter, is anything but brisk. The activity 
that was expected after the turn of the 
year has not developed to the extent 
anticipated. Heavy sole leather con- 
tinues to move when available at a 
price. Tanners have been known to 
make concessions, although they are 
less inclined to do much price paring 
in the face of rising rawstock costs. 


Tanners are producing calf leather 
on the basis of consumption, but it can 
be truthfully said that upper leather 
sales have been better than those of sole 
leather. Sales have been spotty, and at 
quotations that have changed very 
little, if at all. Superior tannages are 
wanted at the moment, and the higher 
quality brings small premiums, espe- 
cially when delivery is prompt. 

In side leather, heavy weights are in 
greater demand at the moment. This is 
in between seasons in the sheepskin 
market, and buying is limited. Some 
trading is reported but it is principally 
on a hand-to-mouth basis. 

Kid in bright colors is the rule rather 
than the exception. Increased interest 
has been shown in the various shades 
of blue in glazed kid, but other bright 
colors are also on the wanted list. Suede 
in colors also finds some buyers. Price 
changes have been expected almost mo- 
mentarily, with the cost of skins higher, 
but so far kid tanners have managed to 
stand pat. 
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Don’t let your customers walk out 

| because you can't fit them! We've 
enlarged our stock department 
to give you prompt and more 
efficient service on size-ups. 
Take advantage of it. Or- 
der often. Keep your sizes 

. intact...and keep your 

customers coming back! 


“Lan 
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Bam be. ..one of our 


top selling satin slippers, 
sizes up to 11, widths 
AAA, AA, A and B. 


TCU 


Mace by Master 
Cratismen since 1882 


Dolgeville, New York 





Leased Shoe Departments 
Show Increase 


St. Lours—Cutter Karcher Shoe Co., 
an organization which operates 35 
leased shoe departments in department 
stores and specialty shops, announced 
recently that sales were up 40 per cent 
for the week ended Dec. 24, as com- 
pared to the same week of 1947, while 
December sales up to that date were 
21 per cent ahead of December, 1947. 
For the year, Cutter Karcher said units 
were 15 per cent over 1947. 


Featuring nationally advertised 
brands for men, women and children 
as well as their own branded lines spe- 
cially made up for them, the firm re- 
cently opened a popular-priced shoe 
operation in the Diamond Store at 
Phoenix, Arizona, and a better grade 
operation in the A. E. Starr Store in 
Zanesville, Ohio. Optimistic about the 
future, the firm plans to open a few 
other large departments in the Spring 
of 1949. Officers of the company are 
Jack H. Cutter, Edward J. Karcher and 
Vergil C. Lipscomb. 
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Here Is an exciting new line of salon furniture— 
Royalchrome plated square tube designs. Custom 
designed for modern salons, the Royalchrome quality 
offering lowest maintenance, 
extra long wear, and your best furniture investment 
by far. For special literature on these designs and the 
regular Royalchrome line write our Display Division. 
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ROYAL METAL MANUFACTURING CO., 175P NORTH MICHIGAN AVENUE + CHICAGO 1 | 
New York - Los Angeles - 


Preston, Ontario 











Better Business Predicted 
In 1949 


[CONTINUED FROM PAGE 95] 


mated at 150 billions, and their impa- 
tience with the failure of prices to de- 
cline. More of these dollars will be 
spent during the present year, and 
shoes should obtain a fair share of these 
expenditures. Expectations of contin- 
ued high level incomes and employment 
in 1949 should also increase the sales 
potentials. 

“Not to be ignored is the fact that in- 
dependent shoe retailers and depart- 
ment stores have realized the trend and 
have added lower priced types to their 
lines. In my opinion this will also aid 
in bringing the shoe sales volume up 
during the present year. 

“During the first quarter of the year, 
much of the results will come from the 
season-end or mark-down sales of the 
retailers. As soon as the weather really 
breaks, trade will pick up considerably 
and it is my opinion that the Easter 
business will be exceptionally favorable. 
From then on, the pick up in shoe sales 
should continue for most of the remain- 
der of the year.” 

Mr. Schnitzer expects this increase to 
be met largely from already existing 
stocks, hence sees no sizable increase in 
production. 


In addition to Mr. Shapiro, officers 
elected are: 


Vice-presidents—J. Franklin McE!- 
wain, J. F. McElwain Shoe Co.; Paul O. 
MacBride, Milford Shoe Co.; E. J. Mc- 
Carthy, A. G. Walton & Co. Treasurer, 
A. W. Berkowitz, Bourque Shoe Co. Ex- 
ecutive vice-president, Maxwell Field, 
to whom the retiring president, Daniel 
J. Danahy, presented a plaque commem- 
orating the completion of Mr. Field’s 
tenth year as executive head of the as- 
sociation. 


Directors re-elected—Morris Borkum, 
Maybury Shoe Company; A. S. Burg, 
A. S. Burg Company; Felix Carr, Carr 
Leather Company; Louis W. Cohen, 
Elco Shoe Company; John E. Daniels, 
John E. Daniels Leather Co.; James T. 
Gormley, Day-Gormley Leather Com- 
pany; Harold Gould, Hartman Shoe 
Manufacturing Co.; Kivie Kaplan, Co- 
lonial Tanning Company; N. P. Lyons, 
Saco-Moc Shoe Corporation; Paul H. 
Mason, Compo Shoe Machinery Corpo- 
ration; George C. McIntyre, John Pill- 
ing Shoe Co.; Charles H. Myers, Kistler 
Leather Company; William M. Page, 
Danvers Shoe Company; D. Frank Quig- 
ley, Conrad Shoe Smopany; Jack Sand- 
ler, A. Sandler Co.; Myer Saxe, Kesslen 
Shoe Company; George E. Shapiro, 
Shapiro Bros. Shoe Co.; Benjamin 
Simons, Allied Kid Company; Charles 
Slosberg, The Green Shoe Manufactur- 


ing Co.; Clark L. Wilcox, Field and 
Flint Company. 


New directors—John E. Foote, The 
John Foote Shoe Co.; Joseph S. Lani- 
gan, J. Greenebaum Tanning Company; 
Saul L. Katz, Hubbard Shoe Co.; Paul 
Kleven, Klev-Bro Shoe Company; 
James J. Molloy, Merrimack Shoe Mfg. 
Co.; G. Elliott Stickney, Holmes, Stick- 
ney, Inc.; Theodore L. Tewksbury, 
Northwestern Leather Company. 


Good Buying Reported 
At Chicago Show 


CuicaGo—Retailers’ optimism as to 
early Spring and Easter business was 
responsible for an active and success- 
ful shoe show staged January 18 to 20 
by the Shoe Travelers Association of 
Chicago at the Morrison Hotel. At- 
tendance was well ahead of recent 
shows and buying was active in all 
lines. 


Retailers were in a better frame of 
mind than during the closing months 
of 1948. Sales have been successful, 
particularly on marked down, better 
and medium priced shoes, resulting in 
reduced inventories and much cleaner 
stocks. 


Merchants bought with an eye to 
Easter promotions. Greatest prefer- 
ence was for open toes and medium 
heels, with softy types most popular 
in closed toes. In the higher heels, blue 
was the most popular color. In flats 
and medium heels, although blue was 
popular, demand for black and gray 
was about equal, with green fourth in 
choice. Casuals continued to be bought 
heavily. Colors and high styles sold 
well, but orders were heavier in the 
more conservative styles and regular 
Spring shoe colors. This indicates that 
women are expected to buy them not 
as casuals alone, but also because of 
their comfort and style. Children’s busi- 
ness continued excellent at this show. 


A Wednesday luncheon meeting was 
a feature of the show and members 
voted to continue the policy of hold- 
ing a regular meeting during future 
shows. A big showing of Fall shoes to 
be held May 15 to 18 with special at- 
tractions for buyers was announced. 
Promotional plans are now underway. 
The next regular show will be held 
March 15, 16, and 17. 





A. R. Hyde to Make Arctic 
Felt Boots for Army 


New YorK—A. R. Hyde & Sons of 
Cambridge, Mass., have been awarded 
by the New York Quartermaster Pur- 
chasing Office a contract to manufac- 
ture 73,992 pairs of arctic felt boots for 
the United States Army. The price per 
pair is to be $10.80. 

The same company is to receive $4.38 
per pair for converting 27,444 pairs of 
arctic felt shoes into arctic felt boots. 
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STOP WORRY iivg ann START BUYING 


The nationally recognized best fitting and fastest selling 
sandal line in the popular priced field. Distinguished by the 
exclusive ESQUIRE BOLD LOOK. Nationally Advertised. 


Featuring the New Littleway Line with leather or composition soles 
and Introducing the new SNAP-FAST feature! 


Write for new 1949 catalog! 


RECORDIA MFG. CO., INC. 


142 W. 14TH STREET ° 


NEW YORK 11 


























$4 retailers 





A complete line of fast-moving, low-priced 
volume builders IN STOCK. Outstanding 
value because direct from manufacturer. 
Write for new Spring PHYL-FLEX Catalog. 


ow heels! 


Women’s, Misses’, Children’s | | 
Wedgies, Casuals, Sports 


Salesmen: Some open territories. Write for details. 


PHYLLIS 


SHOE CoO. 
Lowell, Mass. 








HANDY PRICE STICKERS for 
ACCESSORIES, SHOES and CARTONS 
121 to a perforated sheet; width 
to fit your typewriter 


Book of 1452 
markers will 
mark 726 pairs. 


BOOT & SHOE RECORDER-Merchants Service Dept. 
209 S. State St., Chicago, Ill. 





12 sheets 
gummed and per- 
forated to a book. 

1452 
Price Markers 
$1.50 


2 books: $2.50 
5 books: $5.00 


I Check, M.0.,orC.0.D. 
Actual size 
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Seeks Contacts With 
In Stock Shoe Makers 


BrisToL, R. I. — When the Bristol 
Mfg. Corp., some years ago, decided to 
establish a Department of Christian 
Relations the principal purpose was to 
foster tolerance and unselfish Christian 
service in the broad field of business. 
Rev. Dale D. Dutton, who had been pas- 
tor of Central Baptist Church, of Provi- 
dence, R. I.,was chosen to head the new 
department. 

No publicity had been sought in con- 
nection with the decision to launch this 
new and most unusual department, but 
Dr. Dutton’s resignation of his pastor- 
ate resulted in a great number of news- 
paper and magazine articles about the 
plans and purposes of the project. As 
a result of this publicity numerous re- 
quests of various kinds came to the new 
department. Of these a great many 
came from victims of infantile paralysis 
and other people with mismated feet. 

“It had never occurred to us before 
that so many victims of infantile pa- 
ralysis have feet which do not mate,” 
said Maurice C. Smith, Jr., president of 
Bristol Manufacturing Corporation. 
These people, he pointed out, have been 
obliged to suffer great discomfort or go 
to much trouble and expense to obtain 
shoes that would fit. Some of them 
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bought two pairs and discarded one, 
thereby multiplying by two the cost of 
their footwear. 

After devoting much study to the sub- 
ject, the new Department of Christian 
Relations took steps toward the estab- 
lishment of a non-profit organization 
known as the Benefit Shoe Foundation 
to deal with this problem. The founda- 
tion has been operating about a year 
and a half and has been of great as- 
sistance to many people. But it has also 
encountered some problems. Since the 
operations of the foundation result in 
a stock on hand consisting mainly of 
half pairs it is frequently necessary to 
order half pairs to fill the requirements 
of customers and’ the shoes purchased 
must coincide with stock on hand in 
exact details, as it is difficult to deal 
with manufacturers who change their 
styles often. 

“What we would like,” said Mr. 
Smith, “is to work with shoe manufac- 
turers who would be willing to do the 
following for us: 

“Supply us with shoes in half pairs. 
A fraction of the merchandise which we 
order would be ordered in half pairs. 
Often times we are able to order full 
pairs. We do not object if we pay a 
little bit more for the half pairs but we 
must have half pairs to balance our 
stock. 


“We would like to do business with a 
manufacturer who has the same shoe 
today that he had yesterday, the day 
before and the year before. In other 
words, we want to do business with a 
manufacturer who has in-stock shoes 
from which we can draw. We are now 
doing business and selling all genders, 
men’s, boys’, youths’, women’s, misses’ 
and children’s. We are operating at no 
profit and naturally want to keep our 
inventory just as low as possible.” 

The Benefit Shoe Foundation would 
be glad to hear from any manufacturer 
who is in a position to co-operate on 
the above basis. Mail should be ad- 
dressed to the foundation, P.O. Box $8, 
Bristol, R. I. 





New Styles in Kid Leather 
Introduced by Tanners 


NEw YorK — Spring and Summer 
shoes in kidskin in a wide range of 
types, patterns and colors, including 
white, were shown recently by the Kid- 
skin Tanners’ Guild at a cocktail party 
for members of the tanning and shoe 
industries and the press. The presen- 
tation was held at the Hotel Chatham. 
A full style report will appear in Boor 
AND SHOE RECORDER, issue of February 
15. 
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No “blood and thunder" . 
school groups revolt against it . .. our comics are the 
kind you would not mind your own children reading. 


. Parents, churches and 


Write for information concerning our monthly delivery schedule 

which will enable you to get a series of new subjects each month in 

minimum quantities. This means you will always have a fresh stock of 
new subjects for the kids. 








HEADQUARTERS Since 190! for Good-will Creating Toys 
Novelties, Souvenirs, Birthday Gift Specialties, 
Premiums and Give-Aways. 





Call or 
Write for 





THE Lederer INDUSTRIES, Inc. 39 West 19th St... N.Y. U1 


Catalogue 


and prices 











Obele's leased shoe department operation in the Kaufman's, 
Colorado Springs’ newest department store, is double- 
barreled — a women's department, “The Shoe Circle" 


COLORADO SPRINGS, CoLo.— When 
Kaufman’s, the well-known Colorado 
Springs department store, moved to its 
new building here, Obele, Inc., which 
for seven years had operated leased shoe 
departments in the old store, moved too, 
and settled down for an expected long 
period of prosperity in two shoe de- 
partments in the new store. 

On the first floor of Kaufman’s, 
therefore, is found “The Shoe Circle,” 
an Obele operation handling women’s 
high-grade, high-style footwear retail- 
ing from $10.95 to $22.50; while on the 
second floor is “The Young Folks Shoe 
Shop” in which shoes up to and includ- 
ing the teen-age group are carried. 

“The Shoe Circle,” 1800 square feet 
of floor space with a hidden stock ca- 
pacity of 5,000 pairs, is located just 
beyond the two store elevators and ad- 
jacent to the wide circular stairway 
leading to the second floor. An unusual 
feature is the ceiling which is lower 
than that of the rest of the first floor 
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and in which indirect lighting units are 
installed. There are seats for 28 cus- 
tomers; six sales people are employed. 

“The Young Folks Shoe Shop” on the 
second floor is served by its own sales 
staff, experts in fitting growing feet, 
and every fit is checked by the depart- 
ment manager and by X-ray. Here, 
too, stock is hidden; and the selling 
floor, smaller than the women’s depart- 
ment, will accommodate ten customers. 

A feature of this department is “Don- 
ald the Donkey,” a stuffed animal two 
and one-half feet high on which chil- 
dren can ride and which has proved to 
be so popular that frequently it is a 
case of a waiting line. The name of 
every child fitted is taken, entered with 
address on a filing card and used as the 
basis of a regular follow-up system. 

Obele’s president, Ed Obele, has spent 
most of his business life in the shoe 
business and has owned his own busi- 
ness for nine years, or since he was 
26 years old. 


(left) on the first floor; and "The Young Folks Shoe Shop", 
complete with "Donald the Donkey", on the floor above. 
“Donald” was not included in the photograph. 


Shoe and Leather Men in 
Salvation Army Drive 


NEw YorK—Roger Heylin, Eastern 
sales manager of Wheary, Inc., has ac- 
cepted the chairmanship of the Man- 
hattan solicitation group canvassing 
leather manufacturers, wholesalers and 
retailers in behalf of The Salvation 
Army 1949 Appeal. The committee has 
accepted a quota of $5,000 which they 
feel sure they can raise among the 
leather industry throughout the city. 
The Army’s appeal opened Jan. 15 and 
continues through Feb. 15. 

Associated with Mr. Heylin are Ben- 
jamin Schwartz, president, Schwartz & 
Benjamin, Inc., who heads the boots 
and shoes division; Samuel H. Lifton, 
president, New Rexbilt Leather Goods 
Corporation, chairman of the luggage 
division; and Herbert L. Meehan, presi- 
dent, James J. Meehan, chairman of 
leather, hides and skins division. 
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FOOTWEAR 
A NEW 
HIGH PROFIT NOTE 


Beautiful, multi-colored, all- 
leather sandals. 

Long-wearing Leather-Like 
Soles. 

Red, Yellow, Green and Red 
Leather Straps. 

Blue Leather Platform and 
Green Leather Covered 
Heel. 

Soft, Comfortable Platform the 
Full Length of the Shoe. 
Note the Outside Heel and 
Heel Lift for Extra Wear. 


Also available: 
All-Over Red, Green, 
Blue, Yellow and White 


JANUARY & Miia 


SPECIAL! Men's KID Romeos 


R-508: Good Brown Kid 
laather with no-mark 
composition sole and 
rubber heel, drill lined 
vamps. Sizes: 7 to 12, 
also 7 to 13, assorted, 

24 pair case:. 
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Delivery 
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Sold in Case Lots Only 


79th 
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Anniversary Sale 


The above is typical of the many 10% to 20% reductions . 
. super values offered during January and February. 
WRITE for illustrated circular showing more values in 








Represented 
by 
J. B. NADLER 


MELODY oa 
— 


1170 BROADWAY 


M Widths 
Sizes: 4-9 


Terms: 5% 10 days. 


Packed in 36 pair cases. 
Your assortment of sizes. 
Two colors to a case. 


Men's, Women's 


$3.25 
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and Children's Shoes. 
oa house every Live Retailer should know 


C. W Marks Shoe Company 
FOOTWEAR FOR EVERYBODY 
41S. Wells St., Chicago 6, Ill. 

Established 1870 













Fred L. Hasey 


BrRockToN, MAss.—Fred L. Hasey, 
vice-president of Geo. E. Keith Co. in 
charge of the Walk-Over retail stores 
division, died January 7 at the Goddard 
Hospital, where he was taken December 
23 following a cerebral hemorrhage 
which he suffered while driving to the 
factory from his home in Bridgewater. 
He was 67 years of age and had been 
with the company for 52 years. In 1946 
he was awarded a gold medal and gold 
watch in recognition of a half century 
of service. 


Mr. Hasey was a native of Saco. 
Maine, and received his education at 
the Brockton schools. He joined the 
Keith company at the age of 15. He 
worked in the cutting room and in vari- 
ous other departments of the concern. 
Later he became a traveling salesman, 
representing Geo. E. Keith Co. in Middle 
West territory. He was made director 
of retail stores in 1931 and had been 
a member of the Board of Directors 
of the company 13 years. 


Mr. Hasey was the father of John F. 
“Jack” Hasey of New York city, famed 
World War II hero who was twice 
wounded and five times decorated. Sur- 
viving also are Mr. Hasey’s widow, 
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Obituaries 


Mrs. Helen Penney Hasey; another son, 
Richard E. Hasey of Bridgewater, and 
two sisters, Mrs. Elwood Bailey and 
Mrs. Walter Packard, both of Brockton. 


J. Russell Clarke 


BostoN—J. Russell Clarke, sales ex- 
ecutive in charge of the Boston office of 
Endicott-Johnson Corporation, died re- 
cently at his home, 102 Beaufort Ave- 
nue, in the neighboring city of Newton. 
He was 68. 

Born in Plymouth, Mass., Mr. Clarke 
began his career as a salesman for the 
M. N. Arnold Shoe Company in Abing- 
ton, Mass.; then, 33 years ago, entered 
the employ of the Endicott-Johnson 
Corporation. Successive promotions 
finally found him in charge of the E-J 
wholesale activities in New England. 

In addition to being a member of the 
Masonic order and of the New England 
Shoe and Leather Association, he was 
an ardent golfer and belonged to the 
Woodland Golf and Charles River 
Country clubs, both in Newton, and the 
Belmont Springs Country Club. 

Surviving are his widow, Mrs. Helen 
L. Clarke; a son, Winthrop Clarke; and 
a daughter, Mrs. George W. Briggs, all 
of Newton. 





George E. Dillingham, Jr. 


BROOKLYN, N. Y.—George E. Dilling- 
ham, Jr., associated as a salesman with 
the Bristol Manufacturing Corporation 
of Bristol, R. I., died recently in his 
home at 832 Ocean Avenue, Brooklyn. 
He was 65 years old. 

Prior to selling for Bristol, he had 
covered this city and Long Island for 
thé Hood Rubber Company, division of 
the B. F. Goodrich Company, a position 
he had held for 24 years. Before that, 
and for a period of 20 years, he had 
been with the M. A. Packard Company 
of Brockton, Mass. 





John H. Willett 


HAVERHILL, Mass.—John H. Willett, 
a Lynn shoe manufacturer until his 
retirement several years ago, died re- 
cently at the Glynn Memorial Hospital 
here. He was 84 years old. Starting 
as a salesman for the former J. H. Win- 
chell Company, he later traveled for 
W. W. Spaulding Co., for about 23 
years before operating his own busi- 
ness. Surviving are two sons, John H. 
Willett, Jr., of Wollaston, Mass.; and 
H. P. Willett of Swampscott. 
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Especially 
low priced! 
Send for complete catalogue 
Immediate Delivery 


ARNOFF SHOE COMPANY 
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EDUCATIONAL 
FOOT SURGERY 
AND CHIROPODY 


APPROVED FOR VETERANS 











Write for Bulletin BS-2 
NORTHWESTERN INSTITUTE OF 
FOOT SURGERY & CHIROPODY 

185 No. Wabash Ave., Chicage 1, Ill. 
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Somer sandals 


Reece “Perfect —- a soles 
available with or without silencers. 
Colorful straps attached with rust 
proof nails. Maroon or brown for 
men — multicolored checks for ladies. 
No half sizes. Write for prices. 


REECE WOOD SOLE SHOE CO. 
Dept. 8-S! Columbus, Nebraska 
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Financial News 





International Reports Net 
Sales Increase 


St. Louis—International Shoe Com- 
pany’s net profit for the fiscal year 
ended November 30, 1948, was $13,820,- 
197, a decrease of $181,820 under the 
figure of $14,002,017 for the previous 
year, it is set forth in the company’s 
annual report to its 11,000 stockhold- 
ers. The company’s 1948 profit repre- 
sents 4.5 per cent of the total value of 
its products, as compared to 4.6 per 
cent for the 1947 fiscal year. 

Total value of the company’s prod- 
ucts, including the shoes it made and 
the other articles it produced for use 
in the manufacture of its shoes, was 
$309,674,450, as compared with $304,- 
357,684 for the previous year, the re- 
port states. Net sales for the year 
amounted to $219,804,880, an increase 
of $6,886,688 over the figure of $212,- 
918,192 for the preceding year. The com- 
pany’s earnings represented 6.3 per 
cent of its net sales, as compared with 
6.6 per cent for the previous year. 
Earnings were $4.06 per share, as com- 
pared with $4.11 per share in 1947. 

Dividends totaled $3 per share in 
1948, or 75 cents more than the $2.25 
dividend in 1947. On October 1, 1948, 
the report relates, the company paid its 
one hundred and fiftieth consecutive 
dividend on its common stock, dividend 
payments having extended over 36 
years without interruption. 

International’s production of 54,601,- 
610 pairs of shoes during its 1948 fiscal 
year represented more than 11 per cent 
of all the shoes produced in the United 
States. 


$165,798 Net for Year 
Shown in Geo. E. Keith Report 


BROCKTON, MAss.—The annual re- 
port of the Geo. E. Keith Company and 
subsidiary companies to its stockhold- 
ers shows that net profits for the year 
ending Oct. 31, 1948, were $165,798 
after provision for depreciation 
amounting to $124,325. 

Consolidated sales for the company 
were $13,818,486, a decrease of $2,262,- 
222 below the previous year. But the 
company points out that sales in 1947 
were the highest in the company’s re- 
cent history. Increasing costs necessi- 
tated higher prices for its products 
which tended to decrease the volume of 
sales, according to the report. 

Regular quarterly dividends of $1.25 
were paid on the cumulative prior pre- 
ferred stock. Dividends of 50c. a share 
were paid quarterly on junior pre- 
ferred stock. The full dividend on the 
junior preferred stock was not earned. 

Over $600,000 were spent for repairs 


Were LO 


Duy O 





| erm er eer me 


BOOKS 


6 SF a ee 


GOOD NEWS!! 








The latest revised edition on of 

THE SHOE AND LEATHER 

LEXICON — the 14th — is 
available again! 


This illustrated glossary of trade 
and technical terms serves a 
very useful purpose for it is filled 
with helpful information. It is a 
steady source for your daily ref- 
erence and your constant Futool 
of the trade.” 


The Shoe and Leather Lexicon 


75c per copy, prepaid 
BOOT and SHOE 


100 East 42nd Street 
New York 17, N. Y. 


RECORDER 














and renovations and new stores during 
the year. At the company’s men’s shoe 
factory in Middleboro, new modern fit- 
ting room equipment was _ installed. 
Changes and improvements were also 
made in the home office building at 
Brockton. 


Chicago Shoe Club 
To Entertain 


CHIcAGO—The Chicago Shoe Club is 
entertaining members of the trade at a 
social gathering Friday, February 11, 
in the Club rooms in the Republic 
Building, ladies included. 


New Year’s Baby Gets Shoes 


SPRINGFIELD, ILL.—B. H. Luers Sons 
gave a pair of Enna-Jettick shoes to 
the mother of the first 1949 baby born 
in the city. The store was cooperating 
with other merchants and local news- 
papers in the thirteenth annual Baby 
Derby. The first baby was born at 12.01 
A. M., Jan. 1. 
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Mock Trial Held by 
Wise Stores Executives 


New YorkK—In a mock court trial 
held at a meeting of store managers in 
the Plaza Hotel recently, the jury ren- 
dered a unanimous verdict that the 


Whee 70 


Duy o 


6 6 6 6 Ee 


POLICE SHOE SPECIAL 


SF EP 6 6 Er EP 


| Whee VY 


Duy o, 


eo 1 8 


RIDING BOOTS 
English Riding 
Boots 


for Men and Ladies 
Black & Brown 





GOODYEAR WELTS 
, Full Double Leather Soles and Innersoles 
nil lax Leather Barbour Storm 
Welt 
Bive Wear Lining 
Sizes: 7-12 


$A65 
+ N.Y. 


Min. 12 prs. 
to order 






















Field Boots for 
Men. Brown Only 


$1985 










Left to right—Mac Winston, sales man- 

| ager, Wise Shoe Stores, Inc.; Phil Fried- 

man, manager, Wise's Kings Highway 

| store, and Max Lee, manager, Wise's 
Yonkers store. 
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Wise Shoe Stores outlook for 1949 is 
“up.” Instead of the usual kind of 
meeting, this mock court, complete with 
judge, jury, attorneys, bailiff and wit- 


ALSO WORK SHOES 
Leather Sole High Shoe................ $4.65 


Ladies’ 


Leather Sole Oxford .................. 4.00 $ 35 
Zebra gole Onford 22772. X9e-$ | esses, was set up to decide the issue: Send for Catalog 10 
Navy Type Oxford. Black or Brown..... 4.00 | “Wise Outlook: Up or Down for 1949?” Terms: 2/10 N/30 


| A “surprise” witness, Sidney Kauf- 
man, Wise’s merchandise manager and 
buyer, said that the Wise price range 
in 1949 up to March and April would 
| be from $4.99 to $12.95. 
During a court recess, Eddie Lasky, 
a Wise store manager, was asked how 
a salesman could increase sales in Wise 
stores. He answered that service, cour- 
tesy and proper fitting would be im- 
portant in making sales. At the close 
of the trial, the plaintiff’s attorney, 
Max Lee, delivered a brilliant summa- 
tion of his case which bested that of Al 
Rice, the defense attorney. 
After the trial, a mysterious Mr. “B,” | 
recently arrived from Russia, agreed to | 


KANDEL SHOE CO. 


Manufacturer's Distributors of Men's 
Fine Shoes and Slippers | 
114 Reade Street New Vert 12, &. ¥. | 





ARNOFF SHOE COMPANY 


5 ie 


RHINESTONES 


oa 8 8 ee et 


2000006 

















~~, 


8 ee Pe 


COWBOY BOOTS 


SO ee ee ee 





Rhinestone Side Bow 


Imported crystal stones 


"ll make more profits 


clips. 
IMMEDIATE DELIVERY 
Fastest selling Buckle 
retailing at ao “DOLLAR” 


Rhinestone Creations 


751 N. 39th St. Phila, Pa, 


Justins . . 

folks wont . . . attract the 

kind of customers whe will 

pay to get what they wont. 

Make more with Justins .. . 
favorites since 1879. 








Write for Cotalog. 


JUSTIN BOOT CO. 
Box 548-K, Fort Worth 1,Texas 





Former Salesman Heads 
Own Store 


KINSLEY, Kan.—Alfred M. Akers, 
of Liberal, Kan., former manager of 
Burr’s Department Store in Liberal, 
who also was with the J. C. Penney 
company store there, became owner of 
Workman’s Men’s Shop here Jan. 1. 

Akers purchased the store from L. C. 
Workman who has been a resident of 
Kinsley since 1922. Mr. Workman 
served as high school athletic coach un- 
til 1931 when he retired from coaching. 

Akers will change the name of the 
establishment to Al’s Clothing Store. 
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make some statements on conditions in 
that country. Mr. “B” was imperson- 
ated by Phil Friedman, manager of the 
Kings Highway Wise store. Mac Win- 
ston, sales manager, was presented a 
gold wrist watch by his store managers. 
The entire scripc of the trial proceed- 
ings was prepared by Andrew J. Gaff- 
ney, advertising manager. 


Store Uses Indian Display 


New YorkK—An Indian tepee, little 
squaws, a canoe, a drum and other at- 
mospheric property made effective back- 
ground for a display window featuring 
“Buntees” baby shoes recently at 
Franklin Simon’s. The display was 
built around the promotion theme of 
these shoes that they are like an In- 
dian baby’s moccasins. 
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They're available again. They'll 

sell for $1.00 per pair, pouch in- 
cluded. Colors: black and brown. 

Sizes: small, medium and large. 

Send for trial order today — two 
dozen packed in a display carton. 
Or for more details on Shower 
Toes, write — 


THE Kelly Pn COMPANY | 


MASSILLON, OHIO 
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QUALITY SHOES 


SINCE 1932 


We sell branded qual- 
ity shoes below current 
prices. Nationally 
known for surpluses 
from the nation’s lead- 
ing manufacturers. 

Write us your needs. 









aly M.K. WEIL SHOE CO. 






1215 Washington Ave. 
St. Louis 3, Mo. 


While in Town See Weil 











Los Angeles Sample Room, 
1005 Haas Bldg. 
New York Sample Room, 
855 Marbridge Bldg. 





Buy Savings Bonds 
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Hinged Wooden Sandals 
Now on Market 


New YorK—Flexiclogs, “the wooden 
shoe that fits,” is a new wooden sandal 
designed to bend and move with the 
movements of the foot. The sandal has 





Twin joints with the six-fold hinges 
can be seen in the left sandal, and the 
bend of the sandal with the foot is 
shown in the one at the right. 


twin joints with six-fold hinges strate- 
gically placed at the foot’s flexing points. 
Smooth, non-breakable plastic straps 
adjust to individual needs and give a 
sense of freedom with a balanced grip- 
and-give arrangement over foot and 
ankle. Water-proof coated, hard maple 
soles insure against cracking and 
warping. 

Each wooden. part is first oil-cured, 
then kiln dried before lacquer is ap- 
plied, so that the sandals can withstand 
long hours on a damp factory floor or 
repeated soaking in salt water. 

The sandal is available in a natural 
finish or in pastel shades for women, 
and in masculine shades as well as 
natural finish for men. Interchangeable 
straps at a small extra cost can be ob- 
tained to match sports clothes, fac- 
tory uniforms, swim suits or at-home 
clothes. 

Adolph Langenfeld is president of 
the Flexiclogs Sales Corporation, which 
distributes this new footwear item. 





Katzif Ad Manager 
Of Hamilton Shoe Co. 


St. Lours—The Hamilton Shoe Com- 
pany has announced the appointment of 
Arthur Katzif as advertising manager. 
Mr. Katzif was formerly associated with 
Wank and Wank Advertising Agency 
in San Francisco, California. 

Mr. Katzif, a former St. Louisan, 
will work with the Maurice L. Hirsch 
agency in handling the Penaljo and 
Delmanette advertising campaigns. 

Mr. Katzif is a graduate of Washing- 
ton University, St. Louis, and also of 
the Northwestern University School of 
Journalism. He has had experience in 
newspaper, magazine and agency ad- 
vertising. 
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e Natural Flesh 
Out Uppers 
e Leather Mid- 

Soles 


e Heavy Black 
Rubber Soles 







and Heels 
$ 485 
Terms: 
2/10 N/30 ry 


ARNOFF SHOE CO.,INC., 101 Duane St.,N.Y.C 
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Ideas 








SHOE RETAILERS 


LOOK AHEAD! 


for quick help from the only book of its 
kind; encyclopedia of practicable, workable 
ideas for the experienced merchant. No 
theories—all tried, true . . . NOT just an- 
other shoe book, but offers in addition to 
138 specific shoe promotions, the best ideas 
from the entire retailing field for instant 
adaptation to his particular requirements. 
Foreword by PAUL H. NYSTROM, Pro- 
fessor of Marketing, School of Business, 
Columbia University. 

Please remit with order. 

5% x8 40 Chpts. 
306 Pages 3.50 Postpaid 
BOOT AND SHOE RECORDER 
100 E. 42nd St., New York 17, N. Y. 











Buy Savings Bonds 
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NEWS OF THE 


 SMCSHEN inde Suppliers 


Hood Announces Sales Personnel Shifts 





N. C. BOBBITT 


WATERTOWN, Mass.—The following 
major changes in sales personnel have 
been announced by C. L. Muench, presi- 
dent of the Hood Rubber Company, a 
division of B. F. Goodrich: 

Carl W. Karshik has been appointed 
New England district manager of B. F. 
Goodrich footwear sales, following the 
retirement of William E. Hawkins, a 
veteran of 34 years in sales. Karshik 
has represented the company for 17 
year in the Cape Cod and Rhode Island 
territories. 

D. M. Buchanan has been assigned 


WILLIAM E. HAWKINS 


to the Washington, D. C., area as sales 
representative for the Hood Division, 
replacing N. C. Bobbitt, retired. 

John J. Tardiff has been appointed 
manager of BFG footwear sales in 
Detroit. 

Philip H. Cresswell will represent the 
BFG footwear division in the “Loop” 
section of downtown Chicago, succeed- 
ing Sam E. Endress, retiring after 37 
years with the company. 

R. F. Larson has joined the Hood 


- division as sales representative in the 


Seattle area. 





Haverhill Company Adds 
Two New Salesmen 


HAVERHILL, MAss.—The M. & F. Shoe 
Company of Haverhill, has added two 
new salesmen to the staff now distrib- 
uting not only the stylish stouts which 
the company manufacturers, but also 
a new line of casual stouts on the man- 
ufacture of which the cornpany has 
just embarked. 

Abe Jacobs is now covering Texas 
and Louisiana with both lines; and 
Paul Rosen is selling in New Jersey, 
Philadelphia, Maryland and Washing- 
ton, D. C. This territory was for- 
merly covered by Samuel Freedman, 
sales manager, who will now spend 
more of his time at the factory and 
will also cover New England. 





Cole to Sell Joggins Line 


NEw YorK—Ralph L. Cohen, presi- 
dent of Joggins, Inc., who manufacture 
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a line of popular priced casual shoes 
under the name of Jogginettes, an- 
nounces the addition of Leonard Cole to 
the Joggins’ sales staff. 

Mr. Cole, formerly with Kickerinos, 
will cover New England, Eastern New 
York state and Metropolitan New York. 
Headquarters will be the Joggins’ show 
room in the Marbridge Building. 





Koralek Selling 
Robin Hood Line 


NEw YorK.—Paul Koralek is now 
covering New York, New Jersey and 
Philadelphia for the Robin Hood divi- 
sion of the Brown Shoe Company, St. 
Louis. 

Prior to going on the road he had 
been with Gimbel Bros., this city, for 


-Seventeen years, during the last five of 


which he served as buyer of children’s 
and teen-age shoes for the upstairs de- 
partment. 


Selby to Aid Dealers 
With Fashion Service 


PORTSMOUTH, OHIO—In line with its 
policy of emphasizing the importance 
of handbags with women’s shoes, The 
Shelby Shoe Company has announced 
that it has recently retained Miss Sylvie 
Hamilton’s Fashion-Mating Service. 

Miss Hamilton, whose offices are in 
Suite 458, Marbridge Building, New 
York City, is an authority in the field 
of merchandising accessories with shoes 
and she services both retailers and man- 





SYLVIE HAMILTON 


ufacturers. She will design handbags 
specially coordinated with Selby shoes 
—coordinated in color, texture, type, 
price and timing. 

In making it possible for retailers to 
buy this “Fashion Package,” The Selby 
Shoe Company believes it renders a 
fashion service to the dealers which 
they in turn can pass on to consumers. 





Wholesale Firm Plans 
New Building 


West HAVEN, CONN. — The Allen 
Bros. Shoe Company of West Haven, 
has completed plans for the erection of 
a new and modern warehouse and office 
on Campbell Avenue. 

Owners Samuel, Morris and David 
Altschuler report that upon completion, 
these quarters will be among the finest 
shoe wholesale set-ups in Connecticut. 

Abe Alderman and Clifford Alt- 
schuler are now associated with the 
company. 
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Hughes Heads Gro-Cord 
St. Louis Office 


St. Lovis—A new sales and service 
office in St. Louis has been opened by 
the Gro-Cord Rubber Co., Lima, Ohio, 





RALPH HUGHES 


at 3903 Gustine Avenue, and Ralph 
Hughes has been appointed district 
manager in charge of this new territory 
by B. H. MacLeod, vice-president in 
charge of sales. 

For the last 20 years Mr. Hughes has 
been chief chemist in charge of produc- 
tion at the International Shoe Com- 
pany’s rubber plant, Hannibal, Mo. 
Previously he had had several years of 
experience in two other large rubber 
sole and heel manufacturing plants. 

His experience in actual production 
of soles and heels will make it possible 
for Mr. Hughes to serve as an adviser 
on production to his customers in the 
Missouri, Tennessee and Kentucky ter- 
ritory and at the plant in Lima. 





To Move Into New 
Sales Offices 


NEw York—The growth of Dr. A. 
Posner’s junior shoe business has neces- 
sitated a move to larger office quarters 
at 101 West 31st Street. Prior to this, 
the company was located in temporary 
quarters at 116 West 34th Street. 

For most of the 60 years that the 
company has been in business, offices 
have been in the downtown shoe dis- 
trict. According to Herbert Posner, 
president of Dr. Posner’s Shoes, “The 
new location of our showrooms and of- 
fices will be a greater convenience to 
resident and visiting buyers.” 





Abe Broitman Visits 
Argentina and Brazil 


NEw YorkK—Abe Broitman, president 
of Broitman-Gaffin Shoes, Inc., jobbers, 
at 147 Duane Street, sailed January 14 
on the SS Uruguay for a vacation and 
business trip to South America. Mr. 
Broitman will investigate market con- 
ditions in Argentina and Brazil. 
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Stackhouse Heads Whittemore 
Shoe Polish Sales 


CAMBRIDGE, Mass.— Whittemore 
Brothers Corp., of Cambridge, have an- 
nounced the appointment of J. Hartley 
Stackhouse as sales manager in charge 
of sales of all Whittemore products 
throughout the United States. 

Mr. Stackhouse has spent his entire 
business career in sales work, including 
nearly 20 years with the Hood Rubber 
Co., where he eventually became sales 
manager of Hood’s findings division. In 
1946 Hood transferred Mr. Stackhouse 
to their parent organization, the B. F. 
Goodrich Co., with headquarters in 
Akron, Ohio, to head the national sales 
activities of the Goodrich Shoe Prod- 
ucts Division. 

Through his long association with 
Hood and Goodrich, Mr. Stackhouse is 
widely acquainted in the findings field 





J. HARTLEY STACKHOUSE 


from coast to coast. Since these com- 
panies also served as Whittemore dis- 
tributors, he has had a long association, 
too, with the entire line of Whittemore 
shoe dressings and allied products. 

Mr. Stackhouse will make his head- 
quarters at the Whittemore home office 
in Cambridge. 





On Trip to Coast 


NEw YORK—Melville Thalheim, trea- 
surer of Wearwell Shoe Company, here, 
left late last month for a four-week trip 
to California. Mr. Thalheim will study 
shoe conditions on the West Coast, and 
will visit Palm Springs, Los Angeles 
and San Francisco. 

Believing that there is a place for 
highly styled children’s shoes in that 
territory, Mr. Thalheim will open an 
office for his firm in Los Angeles. Re- 
ports from company salesmen, espe- 
cially those covering Florida resorts, in- 
dicate that such high style features as 
bright colors and pastels in children’s 
shoes are being accepted enthusiasti- 


cally now and should continue to be- 


good sellers up North for Spring and 
Summer. Especially good are light 
weight sandals in these light shades. 


Vaisey-Bristol Shoe Co. 
Buys Factory 


RocHEsTER, N. Y.— Vaisey-Bristol 
Shoe Co., Inc., manufacturers of Jump- 
ing Jacks for children, hopes to begin 
moving soon to a two-story factory 
building at 38-42 Scio Street here, 
which will provide approximately 15,- 
000 additional feet of floor space. The 
property, formerly owned by Kryptar 
Corporation, film manufacturers, was 
purchased for $85,000 at a bankruptcy 
action in Federal Court here January 
11. The sale was subject to confirma- 
tion by the referee in bankruptcy. 


Main factory, general and sales of- 
fices and a warehouse for shoes pro- 
duced at the company’s newly-acquired 
property in Skowhegan, Me., will be 
located in the Scio Street plant some 
time after possession February 15. The 
Rochester factory now is located in 
rented quarters at 625 Goodman 
Street, South. 

The extra space—40,000 feet com- 
pared with 25,000 now held—will enable 
the firm to approach its goal of being 
“in stock” on all shoes, to provide three 
or four-day shipment on orders, accord- 
ing to Robert A. Bristol, vice-president 
and treasurer. Sam B. Vaisey is presi- 
dent. 





Marvin L. Smith Selling 
For Bates Shoe Co. 


WEBSTER, MAsS.—Francis E. Ryan, 
sales vice-president of the Bates Shoe 
Company here, announces the appoint- 
ment to his staff of Marvin L. Smith 





MARVIN L. SMITH 


who will cover Northeastern Texas, Ok- 
lahoma, Kansas and Missouri. 


Mr. Smith, a graduate of Texas 
A & M, held a commission in the Ma- 
rine Corps during World War II, and 
has had considerable experience in the 
shoe industry, gained while working 
for his father, who has sold shoes for 
many years in the Southwest. Mr. 
Smith spent the month of December at 
the Bates factory here, familiarizing 
himself with the Bates program. 
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AT ONCE DELIVERY! 
MEN’S BROWN KID ROMEOS 


$2.75 


PER PAIR 
NET 10 DAYS 







Sizes 
6 te 13, 

36 Pairs 
to a Case 


Ne. 510 Leather Quarter Lining, Leather In- 
sole, Heavy Leather Outsole, Brown Rubber 
Heel $2.75 

















Top Salesman Honored 
By Justin 


Fort WortH, TEx.—Will C. David- 
son, Rocky Mountain representative of 





Amon G. Carter, publisher of the Fort 
Worth Star-Telegram, pins distinguished 


service pin on Will C. Davidson (right), 
fop salesman of Justin Boot & Shoe Co. 


the Justin Boot & Shoe Co., makers of 
Justin cowboy boots and men’s dress 
and work shoes, was honored recently 
as top salesman of the firm. He was 
awarded the distinguished service pin 
at the annual salesman’s banquet in 
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Fort Worth. Davidson, who lives in 
Denver, Colo., has been showing the 
Justin line since 1938, and has in- 
creased his volume of sales ten-fold in 
that territory. He also represents the 
Justin Belt Co. of Fort Worth. 

The night before the presentation at 
the banquet, Davidson received the Jus- 
tin 10-year service pin at a special din- 
ner. Eight other Justin salesmen at- 
tended the conference: Tom Wright, 
Seattle, Wash.; Milton Cox, Burbank, 
Cal.; Bob Einhous, Pineville, La.; Jack 
Hamilton, Oklahoma City; Jim Leh- 
mann, Houston, Tex.; Bill Justin, 
Abilene, Tex.; and Clifford Sistrunk 
and Leonard Smith, both of Fort 
Worth, Tex. Cox, Hamilton and Justin 
each were awarded Justin’s 20-year 
service pins. Smith received the 15- 
year pin. Hamilton is the senior sales- 
man with 23 years to his credit. 





Assistant Line Manager 
Named by Selby 


PORTSMOUTH, O.—W. F. Hooley, gen- 
eral sales manager of The Selby Shoe 





ORVILLE B. PETERSON 


Company, has announced that Orville 
B. Peterson is now with The Selby Shoe 
Company in the capacity of assistant 
line manager to H. C. Segur, Ground 
Gripper-Cantilever line manager. 

Mr. Peterson comes’ to the company 
with many years of shoe experience, 
having worked in retail stores from 
1936 to 1939. He then operated an ex- 
clusive shoe store in Kansas up to the 
time of his entrance into service. Mr. 
Peterson spent four years in the Army 
and, later, was with the International 
Shoe Company in their Merchants’ Ser- 
vice department. In 1947, Mr. Peterson 
entered in partnership in retail busi- 
ness in Brookings, S. D., from which he 
joined The Selby Shoe Company. 





Wholesale Firm Organized 


DetTro1It—The Northwern Footwear 
Company, new wholesale firm covering 
the northern part of the state, has been 
opened at Cheboygan, Mich., by P. D. 
Campbell of Charlevoix and E. B. Bow- 
man of Harbor Springs. 
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IN 1000 FINE STORES 
THROUGHOUT AMERICA 


«KING - 


SLIPPERS 


for MEN and WOMEN 
KING Slipper Mfg. Co. 


1160 WASHINGTON ST., BOSTON, MASS. 
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PRICE TICKETS bring sales! 


Many Colors—109 prices to choose from 
WRITE FOR FREE SAMPLES 
MERCHANT'S SERVICE DEPT. C 
BOOT AND SHOE RECORDER 


209 So. STATE ST. CHICAGO 4 
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BARIS SELLS 


Quality Shoes from Surplus 
Merchandise. Better for Less 


BARIS SHOE CO.., Inc. 
WoOrth 2-5180-1 

79-81 Reade St., New York 7, W. Y. 
Sample Office, Haas Bidg., Los Angeles, Cal. | | 
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Men’s Popular Priced Work Shoes 
and 
Men’s Steel Toe Safety Shoes 


Union Made 


GOODWILL SHOE COMPANY 


Holliston, Massochusetts 
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Exclusive distributor of the popular ART | 
CHROME Steel Furniture for the Shoe | | 
Trade. Samples can be seen in our dis- 
play room or write for illustrated folder 

and prices. 


LYONS & COMPANY | 
120 DUANE STREET NEW YORK 7, N.Y. | | 














Joseph J. Byrnes Now 
With Omega Shoe Co. 


St. Lours—Abe Moscowitz, president 
of the Omega Shoe Co., has named Jo- 
seph J. Byrnes sales manager of the 
Junior Leaguer Division of the com- 
pany. 

In that capacity, Mr. Byrnes will di- 
rect the marketing and sales of a line 
of wedge heel shoes in high, medium 
and low heights that retail for $7.95 
and $8.95. The line includes both slip- 
lasted and conventionally constructed 
types. Omega also makes up shoes for 
big users unbranded. 

Mr. Byrnes formerly was a vice-pres- 
ident and sales manager of Johansen 
Bros. Shoe Co. 
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What’s New 


New Fitting Stool Announced 








Long Island City, N. Y.—Functional 
Furniture Manufacturers, with a _ fac- 
tory in Loag Island City, have recently 
introduced a most unusual shoe-fitting 
stool for shoe stores. This item is con- 
structed of bent laminated wood and is 
available in a choice of leatherette or 
fabric for the seat. 





Plastic Display Units in 
Many Combinations 


St. Louts—The Roger Kent Com- 
pany, St. Louis plastic display ‘fixture 
firm, has added to its line two new types 





One combination of the new elevation 
display units. 


of fixtures for merchandise display. 

One is a complete set of “Sur-Grip” 
units, consisting of elevation units, or 
legs, and horizontal members like 
shelves. The latter can be combined 
with the former to make a thousand or 
more different display fixtures merely 
by inserting the edges of the “shelves” 
into notches in the “legs” where they 
are securely held by means of a pat- 
ented spring steel gripping device. 

The second line to be added is a 
height-adjustable shoe stand of plastic 
and chrome-plated metal for use with 
either women’s or men’s shoes. 





Children’s Slippers to 
Match Sleeping Garments 


Los ANGELES, CALIF.—Lambkin Prod- 
ucts Company, Los Angeles manufac- 
turers of “Lambkins of Hollywood” 
children’s slippers, announces an inno- 
vation for infants’ and children’s go-to- 
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“AMERICA’S FINEST" 
Toe and Ballet Shoes 
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Send for Catalog 
Terms: 2/10 N/30 





Men's, Boys’ and Women's 


ARNOFF SHOE COMPANY 





bed ensembles. The firm’s Spring line 
reveals the addition of colorful styles 
designed to match Spring and Summer 
nightgowns, pajamas and robes, for 
boys and girls. 

The new slippers will be available in 
colorfully printed rayon, cotton, or 
seersucker uppers in bright polka-dots, 
florals and peppermint stripes. Two 
styles, one with the washable rayon 
uppers in red or blue, and the other 
with seersucker uppers, have contrast- 
ing white capeskin collars, brushed 
rayon linings, and Talon zippers. 





Acquires Interest -in Wellco 


New YorK—In a joint statement is- 
sued recently by Floyd B. Odlum, presi- 
dent of the Atlas Corporation, and H. 
W. Rollman, president of the Wellco 
Shoe Corporation of Waynesville, N. C., 
it was announced that the former has 
acquired an interest in Wellco. The 
stock purchase was described by Mr. 
Odlum as “purely an investment” and 
it was said that no changes in manage- 
ment personnel are anticipated. The 
company is currently manufacturing 
6,000 pairs daily of shoes and slippers 
for men, women and children. 
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SALESMEN WANTED 


SALESMEN WANTED 











REPRESENTATIVE TO THE SHOE TRADE 


Man who knows Shoe Styling, Designing and Fitting. Must 
be thoroughly familiar with Lasts and Patterns, to represent 
an old established firm in selling and styling. New York and 
Pennsylvania territory. Man with record of success required 
for this permanent position. Salary and expenses. All in- 
quiries giving full particulars will be answered and handled 
confidentially. Our clients’ salesmen know of this opening. 


Address: ROBERT N. McMURRY & CO., Consultants 
332 South Michigan Avenue, Chicago 4, Illinois 
Attention: JAMES S. ARNOLD, Vice President 




















4 SALESMEN WANTED 


By Progressive Midwestern Jobber—5% Com- 
mission, plus a lucrative profit sharing plan; 
Complete line of Shoes and Rubber Footwear. 
Write age, experience, territory covered, and 
veferences. All replies confidential. 


Address Box 980, care BOOT & SHOE RECORDER 
209 So. State Street, Chicago 4, Ill. 











Shoe Salesmen 


who can 


Handle Extra Lines 


If your house permits you to handle 
extra lines, here's an ‘pportunity to 
increase your income tnrough the lib- 
eral commissions earned on the sale 
of Fairy Shoe and Hosiery Forms to 
your regular accounts. 

Fairy Forms have been the standard 
in the trade for 25 years. Their rec- 
ord is proved by sales experience in 
thousands of stores throughout the 
country. A strong acceptance and 
many easily demonstrated sales ad- 
vantages make them easy to sell. 


For complete information, write to 
Owen W. Comstock, Sales Manager 
SHOE FORM CO., INC., Auburn, N. Y. 


SALESMAN FOR 
NATIONALLY ADVERTISED 
COWBOY BOOTS 


We have an attractive opening in 
Ohio-Pennsylvania for an executive- 
type salesman—a man who knows 
how to present and develop a greaf 
merchandising opportunity. Large 
trade already well established in ter- 
ritory. We offer the most complete 
Line of Cowboy Boots for all the 
family—popularly priced, Nationally 
advertised in full color in leading 
magazines. This is an unusual oppor- 
tunity for advancement with a fast- 
growing organization. Write in full. 


ACME BOOT MANUFACTURING 
COMPANY, INC. 


Clarksville, Tennessee 

















SALESMEN WANTED 


For New York Factory making High-Grade 
Cemented Shoes; Capaci/y 800 pair per day. 
Good proposition for right pariy. 

Replies held strictly confidential. 


Address Box 974, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 








WANTED 


SIDE LINE SALESMEN 
ATHLETIC FOOTWEAR 


Nationally Advertised Line, old es- 
tablished firm with many accounts 
and large following all over U. S. A. 
Stock proposition. Lucrative terri- 
tories now open. Commission basis— 
5%. Apply now! State full par- 
ticulars. 


ARNOFF SHOE CO. INC. 
101 Duane Street New York 7, N. Y. 























SALESMEN 


One of America’s Leading Manufactur- 
ers of Women’s Fine Hand Sewn and 
Littleway Moccasins, also Wedge Heel 
Style Shoes, retailing from $5.00 to 
$7.00, has excellent opportunity for ex- 
perienced Salesmen. Must have good 
following among Independent Retailers, 
Department Store, and Volume accounts. 
All territories open. 


This is a short and fast selling in-stock 
Line. No objection if carried with other 
non-conflicting Line. All inquiries kept 
in strict confidence. 


Address Box 986, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York {7, N. Y. 














SALESMEN 


Men who now have non-conflicting Line 
to carry a Midwestern Manufacturer's 
Line of Men's and Boys’ Work Shoes, 
Union made, carried in stock for im- 
mediate delivery. Territories open— 
Michigan, Indiana, Missouri, Arkansas, 
Oklahoma, Kansas and Texas. 


Address Box 979, care BOOT & SHOE RECORDER 
209 So. State Street, Chicago 4, II. 

















CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 12 cents a word under any of our classified headings. When a box 
number is desired, addressed to any of our offices, 12 words must be added for this and charged at the word rate. If 
advertiser’s own name and address is used, count each word (street number is one word) at word rate. Classified adver- 
tising is payable in advance. Send check or money order with your copy. No accounts are opened for classified ad- 
vertising except for regular advertisers on contract. 
The rate for all displayed or boxed in classified advertisements is $10.00 an inch with a maximum of 46 words per inch. 


{=> Advertisements for this page must be in our New York Office 15 days preceding publication date “Gj 
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SALESMEN WANTED 


SIDE LINE SALESMEN WTD. 


HELP WANTED 














SALESMEN WANTED 


Manufacturer of Misses’ and Children's 
Sandals and Casuals, now setting up IN 
STOCK Division. Have several territories 
open in South and Southwest for hard 
working, conscientious men to cover trade 
regularly, by car. The Line is short, com- 
prehensive, and high styled and readily 
merchandised by every average good Fam- 
ily Shoe Store and Department Store. 
Men with non-conflicting Lines will be 
considered. Commission basis. All in- 
quiries confidential. 





Address Bex 967, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











SALESMEN WANTED FOR NATIONAL 
DISTRIBUTOR’S LINE of Men’s and 
Boys’ Shoes, in Texas, Louisiana, Mississippi, 
Alabama, Virginia, West Virginia. Pennsyl- 
vania, lowa, Northern New England. Address 
#965, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 





SALESMEN WANTED 
To Carry Side Lines of gar = yh ad and 


and 
; In- Department; for Penn- 
sylvenia, Virginia and West a on 5% 
straight commission, — Ist and 15th of each 
month, or weekly as 
Address Box 975, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











REPRESENTATIVES WANTED now car- 
rying reputable Lines, to handle side line 
of High Grade Men’s, Boys’, Children’s Slip- 
pers and Sandals. Manufactured by established 
firm. Territories: South, West Coast, others. 
Address #101, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 


EXPERIENCED SALESMAN TO TAKE 
OVER NEW JERSEY State. Will transfer 
entire trade to right man. Drawing and com- 
mission. PLATELL SHOE CO., New York. 


Ware REPRESENTATIVES AND DIS- 
Rags BUTORS to handle Felt and Leather 
Baby Shoes; also to sell for the Dakotas. 
BABY LEE SHOE CO., 3824 Olive St., St. 
Louis 8, Mo. a a ae A 


ALESMEN FOR STITCHDOWN  FAC- 
TORY specializing in Infants’, Child’s and 
Misses’ Barefoot Sandals, Oxfords and Zip- 
pers; Also Infants’ Pre-Welts. Men_ with 
roven sales ability and Wiehe with Chain, 
rtment Stores and High Class Jobbers. 
Apply promptly for territories in the West 
7 South. Advise in detail with references, 
and States you cover. Address #994, care 
& — ee. 100 East 42nd Street, 
ork 17, N. 


ye". FOR STATE OF ALABAMA, 
Salesman with established following for 











New 





complete line of Men’s, Women’s, ildren’s 
Shoes and Rubber Footwear. Excellent op- 
portunity with very progressive house. Write 


immediately giving references and ecperience. 
Address #990, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y 


XPERIENCED AND AGGRESSIVE 

SALESMAN wanted by Eastern Manufac- 
turer to sell a complete Line of Women’s Nov- 
elty Casuals to Retail at $3.09 to $4.00 Make- 
ups in units of 12 pair. Also Women’s Novelty 
Satin Slippers to retail at $3.00 to $5.00 car- 
ried In-Stock 12 months. Excellent as a side 
line. Territories open: Eastern Pennsylvania 
and Maryland; Southern Ohio; Kentxcky; T n- 
nessee; Indiana: Minnesota; North Dakota; 
South Dakota; Montana. Send detailed letter 
of qualifications and experience. All replies 
held in strict confidence. Address #934. care 
Boot & Shoe Reotee. 100 East 42nd Street. 
New York 17, N. 








Buy Savings Bonds 
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SIDELINE SALESMEN 


Increase your income. Short Line of mainly 
Women's last, low priced shoes. SEVEN per- 
cent commissions. Many good territories 
available. Your reply held strictly confiden- 
tial. Our salesmen know of this advertise- 
ment. 

Address Box 982, care BOOT & SHOE RECORDER 

100 East 42nd Street, New York 17, N. Y. 











Manor ot geal ps METAL, RHIN 
UT STEEL SHOE 
BOWS. p Fey Ladies 


calling on 
Shoe Trade, to carry on small tray of terrific 
Metal Ornaments, RHINESTONE CREA- 
TIONS, 751 No. 39th Street, Philadelphia 4, Pa. 





SIDELINE SALESMEN WANTED 


To Represent Well-Known Dis- 
tributor of Shoe Store Supplies and 
Novelties to include full Line of 
Chrome Steel Shoe Store Equip- 
ment. Desirable territories _ still 
open. Very attractive offer. All re- 
plies treated confidential. 


Address Box 981, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











EXPERIENCED SALESMEN, carrying our 
Infants’ Shoes, as sideline, are doing gvod 
business with Shoe Stores, Department Storcs 
and Children’s Shops, and are making good 
money under excellent commission arrangement. 
Top quality designs, leathers and shosmaking. 
Soft soles 0 to 3; first step 1 to 5. In-stock 
department makes quick shipment. Several ter- 
ritories open. For complete information, tel 
us about yourself—experience, line you carry. 
territory you cover, references. Address #991. 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, ; a 





IDE a ba ge FOR A COM- 
PLET IN of Nationally Advertis-d 
Childers BE a “ies the States of New York, 
Pennsylvania, and Ohio, on straight commis- 
sion basis. Address #993, care Boot & Shoe 
a 100 East 42nd Street, New York 17, 


aN. 





SIDELINE. SALESMAN WANTED by East- 
ern Distributor of Quality Line Rubber Foot- 
Must have 


wear. Straight commission basis. 
following. Territories open: Eastern Pennsyl- 
vania, New Jersey, New York, Connecticut. 


Address #995, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 


ge OF NATIONALLY 

WN Shoe Trees re-organizing sales 

eax Nat territories open; Commission basis 

Address #101, care Boot & Shoe Recorder, i100 
East 42nd Street, New York 17, N. Y. 








POSITION WANTED 


23 YEARS’ EXPERIENCE, Inside and Out- 
side Sales. Experienced general Manage- 
ment of Wholesale House. Address #100. care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 


ETAIL EXECUTIVE (Chicago area) is 

interested in part time controllerskip or en- 
gagements on time for Independent, Chain or 
Department Store. Installations and correction 
of store systems, operations, inventory, and unit 
control. Budgetary control of merchandising, 
expense and finance. Address #989, care Boot 

Shoe Recorder, 100 East 42nd Street, New 
ae Ae ale 














SWEDISH SHOE DESIGNER 


Seeks contact with American Designer 
for exchange of ideas. Reply to 


“EXCHANGE OF IDEAS" 














Gumeelius Advertising, Gothenburg, Sweden 














MANAGERS 


For Family Shoe Stores in Indiana, Illinois, 
Ohio and Michigan. Experience as Manager 
or Assistant required. Permanent. Salary, 
PM's and Bonuses. State age, experience, ed- 
ucation and earnings in reply. 


MILLER-JONES COMPANY 


Box 658 Columbus, Ohio 














FOR SALE 








FAMILY SHOE STORE 


Established over forty years in Eastern Ohio 
steel city; located on the Main Street. Carry 
Florsheim and International Shoe Company 
stock; Very clean stock; Stock approximately 
$15,000. 


Address Box 964, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











FOR SALE — California 


SHOE FACTORY 
ee; 10,000 square feet; 


Process — Fully equip: 
excellent location, Brooklyn, N. Address 
#996, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 





SHOE FACTORY, Capacity 50 Cases Compo 

Shoes; Located in Boston; Excellent ine 
Centrally located; Fully equipped. Help 
available. Reasonable rent; No inventory to 
take over. Address #992, care Boot & Shoe 
a 100 East 42nd Street. New York 17, 


space. 





LADIES’. CHILDREN’S LEASED SHOE 
DEPARTMENT in Department Store, Ne- 
vada, Missouri. Population over 10,000. Have 

rated 15 years) RAYMOND GASTING, 
Nev. ada, Missouri. 





FOR RENT 


PACE 21’ x 36’ for Shoe Department, on 

percentage basis, in Chicago Department 
Store doing over $150,000 annual business. 
Address #999, care Boot & Shoe i: ae 100 
East 42nd Street, New York 17, N. Y 








WOMEN’ S AND CHILDREN’S SHOE DE- 

PARTMENT available to responsible Mer- 
chandiser in one of Akron’s largest Popular 
Priced Specialty Shops. Address #997, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 





SHOE STORE AVAILABLE, April Ist, in 
100% Location, in Ohio. Now has Modern 
Shoe Front. Will require only shelving. Ad- 
dress #998, care Boot & Shoe Record:r. 100 
East 42nd Street, New York 17, N. Y. 





LINE WANTED 








METROPOLITAN NEW YORK 


Two Well Known New York Representa- 
tives, with large following amongst the 
Retail Trade for over 20 years, have 
opening for a Popular Priced Line of 
WOMEN'S CASUALS. This side-line, car- 
ried strictly on commission basis, mus? 
be short and powerful. If you are a 
Manufacturer who cares for real VOLUME 
BUSINESS in Metropolitan New York and 
New Jersey and can offer stock proposi- 
tion, write details. 


Address Box 985, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











Boot and Shoe Recorder 














SHOE DEPT. WANTED 


NTERESTED IN LOCATIONS IN MID- 
IS LE WEST AND SOUTH; Must be Large | WINDOW REACHER —A SALES SAVER 


AB Units; Price Lines from $6.00 to $12.95. | i / 
Address: Box #988, care of Boot and Shoe | Sturdy pre eet ag tg Rong me. 
| 


WANTED TO PURCHASE MERCHANTS’ NEEDS 















Recorder, 710 North 12th Bivd., St. Louis 
1, Mo. 











X 
: Spot new handise in your wind in on instent's 
Price $5.50 time. Save sales easily; try on ony shoe ond replace 
it without disturbing your reguler window trim. 








LINE WANTED | 

















SALESMAN 


Executive Type—-A Man Who Knows Not 
Only Selling But Also Factory Aspects of 
Styling and Merchandising—-With Office and | 
Showroem in The Marbridge Building— 
Seeks Connection with Manufacturer of | 
Ladies’ or Men's Casuals. . | 
Address Bex 964, care BOOT & SHOE pEpegres | 
100 East 42nd Street, New York 17, N. Y. 
































SHOE DEPT. WANTED 
Pou SHOE 


| 
SHOE | ™= OLDER. | 
DEPARTMENT | shoes, galt thoes and Aber” sole. shoes. Handy, durable clamp for 


Always remains in the correct upright posi- 


























WANTED | | Serer eee = || | Earns soma 6m 
per dozen $2.00 per Y> deren 
M. D. POLLINGER CO. 
FOR WOMEN’S AND | | Mottana nh ad oe com Me. HOLLAND BLDG. ST. LOUIS, MO. 
CHILDREN’S SHOES | | 
IN MEDIUM SIZE CITY WANTED TO PURCHASE | WANTED TO PURCHASE 





WITHIN 250 MILES 2 
OF NEW YORK CITY. BARIS BUYS for CASH 


Quaiity Shoes for Men, Women e Sho 
and Children Short Term Leases Assumed 
Scrupulous Protection foses-TTE Fu Ue ie uel ee 


ARIS SHOE CO., Inc. / 


ERA neade St. New York 7,.N. Y. Tel.: WOrth 2-5180 











Address Box 963, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 




































































FOR LEASE 
| 
FP. _—— ace for —. Rie 
s’ oe epartment. é ; 4 
innaesta, Kansas City, Kansas. | = dg a ag JOBS - CANCELLATIONS - CLOSE OUTS 
CLOSE OUTS, JOB LOTS AND iIRREGULARS FROM FACTORY 
BUSINESS OPPORTUNITY | SHORT LEASES ASSUMED SOURCES ONLY - FOR DETAILS WRITE 
B. SABIN P. ©. BOX 805, 
W HY NOT ADD A MAIL ORDER DE- 93 READE ST. NEW YORK 13, N. Y. SYRACUSE, N. Y 
PARTMENT TO YOUR BUSINESS? Telephone WOrth 2-2515 speed tan 
Manufacturers, Wholesalers, Retailers, if you 
want to expand your business; are tired of slow 
paying Retail — 7 is a —— _ 
e Ee) sines: in; irect to t ubil | 
without leeortertan with peer el ng i thod | WILL BUY CLOSE OUTS AND 
of distribution. I could organize this business | COMPLETE STOCKS 
eliza” lice tre bast edie | | gQpaley Stes for Men Women and | | | we pu 
~— 100 East 42nd Street, New York 17 cei Ser Cask SURPLUS AND COMPLETE STOCKS 
BROITMAN-GAFFIN SHOES, INC. OF BETTER GRADE SHOES 
147 Duane Street, New York 7, N. Y. FOR CASH 
WANTED TO PURCHASE Telephone BEekman 3-7290 SHORT LEASES ASSUMED 
YOUR NAME AND BRAND 
PROTECTED 
GET TOP VALUE MY HOBBY 
In Selling Your Buying, Selling Shoes for 35 years IRVIN RUBIN, INC. 
e SURPLUS STOCKS or case otcinll — “The House of Jobs” 
e COMPLETE STORE iscontinued st 
89 READE STREET 
CAMITTA SHOE CO. WARRY Ie sat New York City 
120 NO. 4th ST. PHILADELPHIA 6, PA. 76 Reade Street New ‘ : 
Phone Lombard 3-2062 Telephone: WOrth 2-896! Phone BARCLAY 7-7887 
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WANTED TO PURCHASE 


ARCH TYPE SHOES FOR MEN, WOMEN 

AND CHILDREN. Close-outs or com- 

STRAHL, SHOE CO., Exporters cad Tonos 
* an 

ers, 1230 Fifth Avenue, San Diego, Cali 3 


SELL YOUR JOB LOTS 


SAM CAMITTA & SONS 


95 Reade St., New York 13, N. Y. 
Foremost Shoe Buyers Since 1906 
COrtlandt 7-6378-9 














TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 
EDDY SHOE COMPANY 
ALWAYS RELIABLE 


132 No. 4th St. Phila. 6, Pa. 
Phone: LO 3-9533 














Shoe Promotion Plans 
For Spring 
[CONTINUED FROM PAGE 94] 


augurated this year, will continue on 
the same regular basis. 





Weber Plans Spring Campaign 


Weber Shoe Co., Los Angeles, mak- 
ers of Playful shoes for little girls, plan 
to use advertising space this Spring in 
Parents’ Magazine, Good Housekeeping 
and Vogue. It will be supplemented by 
trade advertising and retail advertising 
material will be supplied to dealers. 


Wellico to Reach Over 
22 Million People 


National magazines with a reader- 
ship of 22,745,618 will be used to adver- 
tise Wellco Foamtreads and Wellco 
Foamettes during the Spring of 1949, 
according to President H. W. Rollman 
of Wellco Shoe Corporation, Waynes- 
ville, N. C. 

The full color advertisements will ap- 
pear in Seventeen, Mademoiselle, 
Glamour and Charm during March, 
April and May. This is in addition to 
trade publication advertising. 

A retail advertising service for deal- 
ers also has been prepared. This will 
include a complete package of news- 
paper mats, radio and television an- 
nouncements, window and counter dis- 
plays and mats of trade marks and 
slogans. 








Weyenberg to Continue 
On Same Scale as "48 

Weyenberg Shoe Manufacturing Co., 
Milwaukee, Wis., will maintain its ad- 
vertising program on a plane and scale 
similar to 1948. Included in the list of 
publications carrying Weyenberg na- 
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fornia. | 
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tional advertising wil' be the Saturday 
Evening Post, Esquire, Holiday and 
True. 

Newspaper mats will be available to 
all dealers through a complete mat and 
copy service. Point-of-sale material will 
include backgrounds, neon signs, win- 
dow cards, price tickets, etc., which will 
be furnished on a cooperative basis, as 
before. 

Direct mail material will include 
many new post cards and folders and 
miscellaneous mailing pieces in full 
color, which will be available at special 
cooperative prices. 

Trade paper advertising will be car- 
ried in Boor AND SHOE RECORDER and 
the Coast Shoe Reporter. 





Wohl Shoe Planning 
Harder Hitting Ads 


Wohl Shoe Company, St. Louis, Mis- 
souri, plan harder hitting national ad- 
vertising for Spring, 1949, with a con- 
siderably larger appropriation for mag- 
azine space. Increasing emphasis on 
quality and value will be made in their 
ads, particularly in the price lines keyed 
to the mass market. 

Marquise, Jacqueline, Connie, Connie 
Lo-Heelers, Natural Poise and Paris 
Fashion, Wohl’s six major brands, will 
consistently appear in Vogue, Harper’s 
Bazaar, Ladies’ Home Journal, Charm, 
Good Housekeeping, Glamour, McCall’s, 
Cosmcpolitan, Mademoiselle, Seventeen, 
and other leading magazines. The 
schedule includes multiple insertions in 
full color, two colors, and black and 
white. 

Wohl dealers will receive a compre- 
hensive service of complete, ready-to- 
run newspaper ad mats throughout each 
season, colorful direct mail inserts, 
mounted counter cards and giant dis- 
play posters reproducing feature maga- 
zine ads in the Spring series. Coopera- 
tive newspaper advertising will be con- 
tinued for Spring. 





E. T. Wright to Push 
Four Special Styles 


Out of more than 140 styles, E. T. 
Wright & Company, Inc., of Rockland, 
Mass., has selected four outstanding 
numbers which will be featured in their 
Spring advertising and promotional 
campaign. 

The four styles have been selected 
from classifications which have ready 
salability. Each style has individuality 
and distinction, and all are carried in 
stock. 

These shoes will be shown in color 
pages in Holiday magazine and in a 
regular schedule of black and white ad- 
vertisements in Time. The Spring cam- 
paign is part of year-round publicity 
on Wright Arch Preserver Shoes. 

Dealers will be informed of advertis- 
ing and styling through regular full 
page advertisements in Boot AND SHOE 
RECORDER, 





MERCHANTS’ NEEDS 








! 
NEW ADJUSTABLE 


Price ns 1» Pony Cup | 


remains in 
desired posi- “ 
for Price Tickets 


tion at all 
times. 

This is an ex- 
clusive pat- 
ented feature. 


$5 gross 


$2.75 
half gross 


M. D. POLLINGER CO. 











HOLLAND BLDG. ST. LOUIS, MO. 





Mlats 00 Ydeas 


YOoOuR 


FOR, 


NEWSPAPER, ADVERTISING. 


—if you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 
A quarterly matrix service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newspaper 
advertising. 
© 


2. Vincent Edwards Idea Clipping 


Service 
Actual newspaper tear sheets of 
ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff. 


8 
VINCENT EDWARDS & CO. 
World's largest advertising 
service organization 
342 Madison Ave. 
New York City 




















Store tie-up advertising will be pro- 
vided—all of which ties up directly with 
the national copy and the same four 
styles will be featured. 





Full-Page Full Color 
For Little Yankee 


Spearheading Little Yankees’ Spring 
promotion drive by The Yankee Shoe- 
makers of Newmarket, N. H., will be a 
full-page, full-color ad on the back cover 
of Parents’ Magazine, March issue. 
Additional ads will appear in Parents’ 
Magazine in April and May, with sup- 
porting advertising in Good Housekeep- 
ing. Backing up this national magazine 
advertising is a newspaper mat service 
for Little Yankee dealers, plus a wide 
variety of promotional and point-of-sale 
material: counter and wall cards and 
signs, postcards for customer mailings, 
price tags. 
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VE TONIC 
Rit SHAN | 


Ee for 4ne/icas bes 11106 WEN 


THE CRAWFORD 
LINE IS BACK! ALL 


Yes—the Charles A. Eaton Com- 
pany is pleased to announce the 
return of the well-known Crawford 
label— famous for 65 years —to its 
line of fine shoes. It’s a well- 
rounded line of 19 different youth- 
fully styled patterns... of standard 
Goodyear Welt construction .. . 
rugged, long-wearing, leather out- 
soled ... many of them triple- 
deckers, some full leather lined, 
some with genuine Barbour 
STORMWELTS...and ali in 
stock! See em — you'll like ’em! And 
remember, now more than ever 
the name Eaton means quality 
shoes in the easy-to-sell price 
range ... from $9.95 to $13.95 
retail! 


4533 
B 7%3-12, C 6-12 
D 6-12, £ 6-12 
EEE 6-12 


It’s FIRST again for Etonic this Spring... 
with an eye-catching selection of woven and two-tone ventilated 
styles ... the wovens with hand basket weaving for free air circulation 

. the ventilateds with perforations punched clear through for 
air-conditioned coolness . . . all featuring Etonic’s extra-supple 
Flext- Process soles, that need no breaking in... all with Etonic’s 
exclusive plus-7 extra fitting features for miles more comfort... all 


‘ ; ; in stock :.. and backed by America’s largest in-stock range of sizes 
turnever! : : : 
or better, annual tu and widths! 


Ask to see Etonic’s Big 4 Dealer 
Profit Plan — with Automatic Re- 
sizing —that gives you 4-times, 


/ 


MAIL THIS COUPON TODAY! 





CHARLES A. EATON COMPANY 
Brockton 64, Massachusetts ; ; 
Please send me details of Etonic’s Big 4 


Dealer Profit Plan and Automatic | 
Re-Sizing. * ° ° \N Hi ()E \ 





Store 











a . 
Nationally advertised 
| in Esquire 

rae MADE IN THE BOOTSHOP OF CHARLES A. EATON, BROCKTON, MASS. ° Fine Bootmakers Since 1876 


Ne eeee ce esssasseseessseese 
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UNISHAN kK... precision-assembled and 


moulded structural unit formed to fit the last... provides 
the shoe with strength and grace without bulk. ’ 
Makers of Cements, Littheways and McKays in particular 
will appreciate the snug fit at heel seat, waist and ball areas. 
Unishank helps the shoe retain its shape, hold its proper 
tread, provides proper support to the foot and makes pos- 
sible superior heel anchorage. Cement sole attaching is 


simplified because a wider lasting margin may be 


What UNISHANK Adds to Shoes 


FIT — last measurements preserved through waist. 
COMFORT — firm, snug-fitting waists. 
STRENGTH — without bulk. 
APPEARANCE — top lines preserved — helps shoes 
hold shape until worn out. 
BETTER HEELING — cuts returns due to “run under” 
and/or “kick back” heels and 
torn Louis Heel flaps. 
UNIFORMITY — shanks accurately located preserve 
last contour. 


retained through the shank area. VITA-TEMPERED STEEL SHANKS v 


Your United representative can provide full par- When clean, tough, hard, uniform VITA-TEMPERED 


ticulars about adapting Unishank to your operations. 
pling ay P 


STEEL SHANKS are used in Unishank assemblies, 


it‘s a combination hard to beat. 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 





: & 


~ Salute To Scouting 


~The High Sign li Officiat Boy Scout Shoes 






In every pair of Gerberich-Payne Official Boy Scout Shoes there 
is a black and white sewn label combining the seal of this great 
organization and the name Gerberich-Payne. It’s the mark of dis- 
tinction for which the Scout looks before he buys his shoes. It tells 
him instantly that they are regulation, that they are made accord- 
ing to the rigid specifications set up by the Boy Scouts of America 
and are sold with their approval. 


Gerberich-Payne was selected eleven years ago to make Official 
Boy Scout Shoes; and, each year since the Gerberich label has 
been the high sign in Official Boy Scout Shoes. 


GERBERICH-PAYNE tmp" 
SHOE CO. BW 


MOUNT JOY, PENNSYLVANIA 
_ Offices: New York, Marbridge Building, Room 405- 
Los Angeles, 219 West 7th Street, Haas Building, 
Room 919 - Phila., Lafayette Bullding, Room 1025 


\ 


